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THE NATIONAL NEWSPAPER OF MARKETING 


$1,000,000 Restraint of Trade Suit Brought 
Against Newhouse Papers in Syracuse 


TV Films Get a 
Big Endorsement 
at Club Opening 


Los ANGELEs, Nov. 25—The Ad- 
vertising Club of Los Angeles 
opened its new quarters at the 
Statler Hotel today in an impres- 
sive manner. At an afternoon-long 
session devoted to television, mem- 
bers heard: 

Charles Luckman predict that 
TV may bring a merciful end to 
long political campaigns. 

Nat Wolff, v.p. of Young & Rubi- 
cam, New York, agree with several 
Hollywood film packagers that 
“film’s the thing” and his agency 
no longer produces any TV shows 
for its accounts. 


Klaus Landsberg, general man-| 
|the defendants forced 


ager of KTLA here, announce that 
his station may set up its rates 
based on audience times length of 
commercial times number of com- 
mercials. 


@ Mr. Luckman urged that time on 
TV for convention campaigning be 


Syracuse, Nov. 25—Publishing 
magnate Samuel I. Newhouse, his 
two monopoly dailies and the 
Newhouse radio station here are 
the targets of a $1,000,000 lawsuit 
filed this week by Station WNDR. 
It charges conspiracy in restraint 
of trade and attempts to drive 
WNDR out of business. 

The suit was filed in federal 
district court in Utica on Nov. 24. 
The plaintiff, Syracuse Broadcast- 
ing Corp.—five-year-old Mutual 
Broadcasting System  affiliate— 
names as defendants Mr. New- 
house, Herald Co., Post-Standard 
Co. and Central New York Broad- 
casting Corp., National Broad- 
casting Co. affiliate. 

WNDR is now in the hands of a 
creditors committee “to avoid 
bankruptcy,” and says the move 
was necessitated by “malicious ru- 
mors and false items” conspicuous- 
ly placed in the two Newhouse 
dailies. 


® The WNDR suit charges that 
classified 
advertisers to buy space in both 
newspapers at combination rates 
and made other advertisers use 
WSYR in order to advertise in 
the dailies. 

In June, 1947, a few months 
after WNDR began operations, the 


eliminated and that money spent} complaint charges, Mr. Newhouse 


on campaigns be limited. 
“Television made the last cam- 
paign the most costly in history,” 
the architect and ex-president of 
Lever Bros. Co. declared. He pro- 
(Continued on Page 8) 


tried to buy the station’s capital 
stock from its owners. “In sub- 
stance,” it is charged, Mr. New- 
house “stated that if the owners of 
such stock did not sell to him, 
(Continued on Page 87) 


P&G's Werner Elected 
Head of PR Society 


Convention Told PR Men 
Can Lead the Nation Out 
of the Age of Anxiety 


WasHINncTon, Nov. 26—William 
G. Werner, director of public re- 
lations for Procter & Gamble Co., 
Cincinnati, has been elected presi- 
dent of the Public Relations So- 
ciety of America. He succeeds Ed 
Lipscomb, director of public rela- 
tions, Cotton Council of America. 
Memphis. 

His election was announced at 
the fifth annual conference of the 


association here this week. Some’ 


50 speakers participated in 14 gen- 
eral sessions and panels during 
the two-day meeting. 

In the president’s annual ad- 
dress, Mr. Lipscomb called on the 
public relations profession to take 
the initiative in establishing “a 
new level of leadership midway 
between the pulpit and the pave- 
ment.” 


@ “Despite the Aladdin's land in 
which we live, not one of us will 
deny that we and those around us 
are worried and disturbed,” Mr. 
Lipscomb said. “True, we have 
plenty of modern bathrooms and 
barbecue pits, but the most uni- 
versally distributed of all our com- 
modities is anxiety,” he said. 
(Continued on Page 90) 


Sales Analysis 


of Election Gets 


Close to the Facts 


Curcaco, Nov. 28—Van L. Phil- 
lips, of Phillips Associates, sales 
consultant organization, doesn't 
think all election predictions were 
way off base. 

Specifically, he thinks his or- 
ganization came close. In evidence, 
he submits a release sent to the 
major wire services on Oct. 29 in 
which he predicted an Eisenhower 
victory with 395 electoral votes 
and 33 states, as against 136 elec- 
toral votes and 15 states for Stev- 
enson. 

Said his release: “He takes issue 
with those persons who are credit- 
ing the undecided vote three to one 
in favor of the Democratic candi- 
date. On the basis of political 
salesmanship, the noncommittal 
voter is, more often than not, lean- 
ing toward the Republicans.” 


s “We founded our prediction on 
the basis of the ability of the can- 
didates to use effective salesman- 
ship with respect to themselves 
and their parties, along with cur- 
rent and historical factors preva- 
lent in this Presidential campaign,” 


Mr. Phillips told Apvertistnc Ace. & Rubicam and McCann-Erickson. 


~* (Continued on Page 91) 


Brecktast Well. 
Feel Swell/ 


= 


the 

shown on this co-op color page are Omaha 

brands. The Omaha World-Herald carries 
the ad Sunday. 


OMAHA BREAKFAST—All products 


Another Breakfast 
Bows on Ad Scene: 
It's Made in Omaha 


OmakBk,a, Nov. 28—A new kind of 
breakfast will hit Omaha Sunday 
—a “made in Omaha” breakfast. 

On that day the Omaha World- 
Herald will carry a color page urg- 
ing residents to “breakfast well, 
feel swell.” Featured are Fairmont 
frozen orange juice, Duncan Hines 
buttermilk pancakes, Fairmont 
butter, Cudahy Puritan Delites 
(smoked sausage), Butter-Nut cof- 
fee, and koberts cream and milk. 

All the products featured are 
Omaha brands, and with the ex- 
ception of the orange juice are 
produced in Omaha. The produc- 
ers were sold on the “made in 
Omaha _ breakfast” cooperative 
venture by Lyle A. Johnson, na- 
tional advertising manager of the 
Omaha World-Herald. 

A similar page, featuring the 
same brands, will run in the 
spring. 


Cecil & Presbrey and 
Tarcher Join Forces 


John Cairns and 
Dan River Mills 
Finally Separate 


Conflict in Accounts 
Brings Split; Several 
Agencies Making Bids 


New York, Nov. 26—Dan River 
Mills, major textile manufactur- 
er, and its agency, Anderson & 
Cairns, will part company at the 
|end of December. It marks the end 
of a 21-year association. 

John A. Cairns, president of An- 
derson & Cairns, has handled the 
advertising of Dan River Mills 
since 1931. At that time he was op- 
erating more or less alone. Four 
years later, Winternitz & Cairns 
|was formed. The Dan River ac- 


client, although its advertising 
budget was not much more than 
$7,000. Originally, it entered the 
advertising field with $5,600. 


s In 1939, Winternitz & Cairns 


ber of new lines and had revo- 
lutionized textile advertising. 
Reason for the split between 
Dan River and Cairns, who in 1951 
merged with Anderson, Davis & 
Platte to form the present agency 
of Anderson & Cairns, is an ac- 
count conflict. A&C also serves the 
Utica and Mohawk division of J. 
(Continued on Page 87) 


Last Minute News Flashes 


Abitibi Raises Newsprint Price in Canada 

New York, Nov. 28—Abitibi Power & Paper Co. has increased its 
newsprint price for Canadian customers by $10 a ton, bringing the 
price to $134 per ton, including Dominion federal tax. U.S. customers, 
now paying $126 a ton, expect price hikes of $5 to $10 early in 1953. 
Newsprint production in both the U.S. and Canada is up approxi- 
mately 3.3% over 1951, and mill stocks are also greater. 


Sackheim Is Handling Waltham Watch Co. 

New York, Nov. 28—Ben Sackheim Inc. is getting ready to-;announce 
it has the Waltham Watch account, last with H. B. Humphrey, Alley 
& Richards. A Sackheim spokesman said, “Actually, we’ve had Waltham 


a month or so.” 


Lever May Introduce Lux 


New York, Nov. 28—Lever Bros. Co. is understood to be working on| viewers may find themselves 
a liquid Lux, to be used as a light-duty detergent. Officials at the| watching the same commercials 


as a Liquid 


company would make no comment today. 


Hampden Brewing Shifts to McCann-Erickson 


WILLIMANSETT, Mass., Nov. 23—Hampden Brewing Co. will announce 


Monday the switch of its ale and beer account from the Reingold Co.,|kind of re-run payment actors 


Boston, to McCann-Erickson, New 


York, effective Jan. 1, 1953. 


Pan-American Coffee Bureau Names Burns A.M. 
New York, Nov. 28—John A. Burns has been appointed advertising 
manager of Pan-American Coffee Bureau. He has been with Swift & 
Co. as product advertising manager and served as radio-television ad- 
vertising manager for all Swift products. He also has been with Young 


(Additional News Flashes on Page 91) 


count was the new agency’s big | 


broke up and John A. Cairns Co.!| v.p.s. The other four senior v.p.s, 
took over the Dan River Mills ac- | all C&P men, are Samuel Dalsimer, 
count. By 1949, the company was David Lyon, T. J. 
spending more than $1,500,000 for| Maloney and E. 
advertising, had introduced a num-| B. Noakes. 
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Cecil Named President, 
Tarcher a V. P.; Billings 
Will Total $22,500,000 


New York, Nov. 28—It was a 
happy Thanksgiving for J. D. 
Tarcher and James M. Cecil, who 
today called in the press to an- 
nounce the expected merger of 
J. D. Tarcher & Co. and Cecil & 
Presbrey, effec- 
tive Jan. 1, under 
the C&P name 
(AA, Oct. 13). 

Tarcher brings 
five clients, bil- 
ling $4,500,000, to 
the deal, while 
Cecil & Pres- 
brey’s billings are 
estimated at $18,- 
000,000. Tarcher 
accounts to be 
handled by the 
merged company are Benrus 
Watch Co. spending about $2,000,- 
000, largely on TV; Seeman Bros. 
(White Rose tea and coffee); Juli- 
us Wile Sons & Co. (benedictine, 
dry sack, Peter Dawson), Per- 
sonna Blade Co. and Eagle Pencil 
Co. 

Mr. Cecil is president under the 
| arrangement, and Mr. Tarcher is a 
| director and one of five senior 


James M. Cecil 


To- 
| gether with Mr. 
| Cecil and David 
C. Thomas, sec- 
retary and treas- 
urer, the five 
| senior v.p.s com- 
prise the execu- 
tive committee. 
Mr. Noakes is 
committee chair- J. D. Tarcher 

man, and Mr. . 

Maloney is also executive v.p., a 
post which outranks senior v.p. 


s Three new v.p.s are Ben Laitin, 
| Edmund Ridley and Leonard Tar- 
cher, all from Tarcher & Co. The 
trio will be account executives. 
| Mr. Laitin will continue to handle 
Personna and Eagle; Mr. Ridley 


(Continued on Page 91) 


Screen Actors Guild 
Calls Strike Dec. 1 
Over TV Commercials 


New York, Nov. 26+Tele- 


over and over in coming weeks, 
unless advertisers have a backlog 
|of films on hand. 

Stymied in its effort to get the 


want for their work in TV spots, 
the Screen Actors Guild has called 
a strike against all producers of 
video film commercials as of Dec. 
1. The guild, which represents per- 
formers for film work in TV, has 
an agreement covering TV pro- 
grams, but has never been able to 
| (Continued on Page 87) 
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Marketers Told to 


Expect Revised 


Consumer Price Index Early in ‘53 


New York, Nov. 25—Washing- 
ton officials described the vast 
store of government statistical in- 
formation available to marketing 
people for members of the Ameri- 
can Marketing Assn. last week. 

One of the speakers, Robert 
Behlow, regional director for the 
Bureau of Labor Statistics, told the 
group that the long-awaited re- 
vised consumer price index will 
probably be issued in February, 
with figures for the month of Jan- 


uary. The new index has been a 
BLS project for the past three 
years 


The old series and the interim 
adjusted index will be discontin- 
ued with the release of the De- 
cember figures in January. Mr. 
Behlow said that some of the by- 
products of the consumer index are 
actually more valuable to market- 
ers than the index itself. 


® BLS is also working on a con- 
sumer expenditure survey, for 
which only sketchy figures are 
available to date. Mr. Behlow ex- 
pects that this will be completed 
following the new price index. The 
consumer expenditure survey will 


Market promotions, he said. 
= in 1910, he pointed out, consum- 
@fs had 25% 


* point up areas for new product and 


of their incomes left 


for all other expenditures after 
purchasing necessities. Last year, 
this figure was close to 38%. 

A comparatively new BLS proj- 
ect is the “Inter-City Comparisons 
of Wage Levels” which gives in- 
sight into the wage levels of white 
collar workers in comparable cit- 
ies. BLS is also at work on a new 
chert which shows the number of 
hours of factory work required to 
purchase selected consumer goods 


8 Indicative of how statistics can 
be used to prove almost anything, 
this chart may be used to overcome 
sales resistance to high prices by 
showing that products are actually 
cheaper these days. The chart 
shows, for example, that in 1914 
one hour and 35 minutes of factory 
work was required to earn 35¢ for | 
a dozen eggs. Last year it took 26 
minutes to earn enough for a doz- 
en eggs at 75¢. 

Mr. Behlow urged the marketers | 
to pay close attention to two new | 
studies in the works—input-output 
and productivity—for possible ap- 
plication. Very often, he comment- 
ed, individuals are able to obtain 
special tabulations from BLS based 
on previously compiled figures 
Charges vary from nothing to $20,- 
000 yearly and are always at cost. 

(Continued on Page 93) 


Theatrical Company Offering Advertisers 


Unique Way to Reach Nation‘s Small Towns 


Kansas Ciry, Nov. 25—Theatri- 


Ss, anyone? 
‘he Empire Producing Co. is 
king for national advertisers 


Who'd like coverage in about 2,500 
t@wns which are not ordinarily 
Teached by network radio, TV, 
Magazines or metropolitan news- 
papers. 

Empire, which each year stages 
“Rome talent” shows in small- 
tewn auditoriums, is now inviting 
national advertisers to get into the 


act. Here's what Empire says it 
will do for advertisers: 

1. Write product plugs into 
scripts. 


2. Cast into the show a char- 
adter trademark that is identified 
with the advertiser's product. 

3. Include the product in give- 
away features of the show. 

4. Display the product in the 
auditorium. 

5. Arrange for window 
counter displays in stores. 

6. Bring out a personal relation- 
ship between townspeople and the 
product 

7. Each local sponsoring organi- 
zation would pay the cost of par- 
ticipation. 


and 


® In explanation of the last, Em- 
pire points out that it supplies the 
show, the director, sets and cos- 
tumes. A local sponsoring group— 
civic, social or fraternal club— 
arranges for the auditorium, and 
the townspeople provide the ama- 
teur talent used in the show. 

Empire, which grosses a couple 
of million dollars yearly and 
shares al] profits 50-50 with local 
sponsors, figures the advertising 
innovation “would undoubtedly 
help to create more bookings for 
our shows.” 

The company hasn't yet arrived 
at a set cost-per-town to adver- 
tisers. The general idea, however, 
is “so much per town for a mini- 
mum of 2,500 towns per vear.” 
Empire will pay the usual 15% 
commission for any business con- 


tracted through an advertising 
agency 
® An Empire spokesman also 


pointed out that the company, or- 
ganized in 1939, is a heavy news- 
paper ad buyer 


“It buys at least a full page in 
every local newspaper in each | 
town we play,” he said. “This page 
is blocked off and re-sold to locai | 
merchants at a higher proportion- | 
al space rate than Empire pays. | 
Of course, this is done with the} 
approval of the publisher. | 

“Tne mercnants wno advertise 
in this manner benefit not only by 
participating in a local charity but 
because the degree of readership | 
is considerably nigher on this aa| 
than on any other page of this is-| 
sue because of our m»psspelied word | 
contest. The first ten people wno 
report to a designated local store 
and correctly identify the mis-| 
speiled words in the ads receive | 
iree passes to the show.” 


® Advertisers who participate in 
the show will get reports on how} 
their products were promoted, Em- 
pire says. 

“Each director of a show—there| 
are 200 women directing and each} 
visits nearly z2U towns a year—| 
will make out the report on the) 
last day she spends in the town. | 
This will incluae  intormation 
about the stores which put up spe- 
cial counter and window displays, | 
names of those who win an ad-| 
vertiser's product, the number wno} 
attend each performance of the | 
show, and other things.” | 

Each of Empire's lady directors 
gets an average of $7,000 a year 
to visit various towns, recruit a} 
cast, get it ready for opening night. 
She advises on exploiting the) 
show, ticket selling and acts as! 
business manager. 


| 
| 
| 


@ Last year the directors put on 
a show called “Going Places” in 
2,112 towns ranging between 1,000 
and 40,000 population, with a total 
audience of some 1,535,396 per- 
sons. 

At the moment, General Foods 
is one national advertiser inter- 
ested in the Empire setup. Empire 
says it has been told by a GF ex- 
ecutive that “if you can get any 
other companies, General Foods 
will seriously consider it."” Kenyon 
& Eckhardt has also expressed in- 
terest on behalf of one of its cli- 
ents. 


/Van Brunt, 


Advertising Age, December 1, 1952 


THIS WEEK! DISCOVER THE california 


Wonder fruit! 
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TO POPULARIZE PRUNES—Coalifornia’s Prune Advisory Board is using ads like this 
in newspapers in six major markets to start a promotion campaign for the prune 
industry through Botsford, Constantine & Gardner, San Francisco. (Story on Page &9.) 


Blake Hughes Heads 
New ABP Research 


and Promotion Group 


New York, Nov. 25—Blake 
Hughes, promotion and research 
manager of Architectural Record, 
has accepted the chairmanship of 


a new group of promotion and re-| 


search managers connected with 
member papers in _ Associated 
Business Publications. 

The group, called the Promotion 
and Research Roundtable, will 
meet periodically in workshop ses- 
sions to discuss ways and means 
of conducting more effective and 
economical research and promo- 
tion for business papers. 

A meeting on direct mail will 
be held Dec. 11 at 3:15 p.m. in 


the Ben Franklin Hall, Advertis- | 


ing Club of New York. Half of the 


| program will be given over to a 


talk by Edward N. Mayer Jr., 


| president of James Gray Inc. and 


past president of the Direct Mail 
Advertisers Assn. This will be fol- 
lowed by an open discussion led 


| by John A. Drake, v.p. of Hicks 


& Greist; Gilbert C. Morris, v.p. of 
Fuller & Smith & Ross, and Edwin 
president of Media 
Promotion Organization. 


A Big Connecticut 
Disaster Will Bring 
Quick Insurance Ads 


HartTrForD, Nov. 25—If an earth- 
quake, hurricane, great fire or any 
other disaster hits Connecticut, 
property owners can look to their 
local newspapers for advice. 

The Connecticut Assn. of Insur- 
ance Agents has announced a plan 
to meet any major catastrophe 
quickly by advertising in newspa- 
pers and on radio. 

Ads already prepared will be 
run in every newspaper in the 
state to tell policy holders the best 


| ways to get prompt, efficient serv- 


ice. Announcements will be sent 
to radio stations repeating the 
same suggestions. Instructions in- 
clude advice on making temporary 
repairs, methods of preventing fur- 
ther damage and preparation of 
loss reports. 


Guild Films Lowers Rates 
Guild Films Inc., Los Angeles, 
is reducing prices up to 20% on 
all its films distributed nationally 
for television. The rate cut is made 
in anticipation of increased tele- 
vision operations in 1953. A new 
five-a-week series starring the 
Brooklyn Dodgers, “Call the Play” 
will be scaled at the lower price. 


Horix Mtg. Co. Names Agency 

Horix Mfg. Co., Pittsburgh mak- 
er of liquid and semi-liquid filling 
equipment, has appointed Smith, 
Taylor & Jenkins, Pittsburgh, to 
handle its advertising. 


Royal Furniture 
Budget Goes to 
$325,000 in ‘53 


Cuicaco, Nov. 25—Promotion in 
a big way is planned for 1953 
for the Royal line of metal fur- 
niture for offices, schools, shops, 
hospitals, and other business and 
institutional interiors. 

Alfred E. Siegel, general mer~ 
chandise manager of Royal Metal 
Mfg. Co., Chicago, has announced 
that the company will spend $325,- 
000 in space advertising, direct 
mail, convention displays and 
other promotions. This is an in- 
crease of 27% over last year. 

Included among the publications 
to be used are Air Force Times, 
Army-Navy Journal, Army Times, 
Aviation Week, Boot & Shoe Re- 
corder, Business Week, Electronics, 
Hospital Management, Hospital 
Purchasing File, Industrial Equip- 
ment News, Interiors, Institutions, 
Modern Beauty Shop, Modern 
Hospital, Modern Medicine, Nee- 
dle’s Eye, Newsweek, N. O. F. A. 
Bulletin, Office Appliances, Opti- 
cal Journal, Optometric Weekly, 


_ Rotarian, Thomas’ Register and U. 


S. News & World Report. 

Emphasis will be placed on the 
case goods for hospitals, hotels 
and institutions, a new line. Royal 
will complete a franchise dealer 
plan in the beauty field by Jan. 1. 
After that date furniture ship- 
ments for beauty shops will be to 
franchised dealers only. A 1953 
sales increase of more than 30% 
is seen in this field alone. Kutt- 
ner & Kuttner is the agency. 


Philco Promotes Microwave 


The government and industrial 
division of Philco Corp., Phila- 
delphia, has begun an intensive 
advertising campaign for its mi- 
crowave relay systems. The pro- 
motion calls for full-page ads in 
30 industrial and professional pub- 
lications, complete merchandising 
and promotion, and a series of ads 
explaining the relay systems. The 
campaign is based upon informa- 
tion obtained from a market sur- 
vey compiled by Julian G. Pol- 
lock Co., Philadelphia, which han- 
dles the account. 


CBS Radio Promotes Davis 

Lucian Davis, who has been an 
associate director for KNX-CBS 
Radio, Hollywood, has been pro- 
moted to production coordinator 
for CBS Radio network programs 
in Hollywood. 


To Wittner Advertising 


Special Machine Too] Engineer- 
ing Works, New York, subcontrac- 
tors of precision parts for the air- 
craft industry, has appointed Fred 
Wittner Advertising to handle its 
advertising and public relations. 


‘FTC’ Cracks Down 
on Witch Doctors 


Pretoria, SOUTH AFrica, Nov. 25 
—Federal Trade Commissions ap- 
| parently are the same all over. 

The South African counterpart 
of our FTC recently cracked down 
}on promotions of local witch doc- 
| tors. However, judging from the 
latest decree, the South African 
|drug makers still have plenty of 
| latitude in their advertising claims. 
| Practices outlawed were asser- 
| tions that cures, potions and what- 
|have-you would make the pur- 
| chaser rich and successful or im- 
mune to hostile agencies (includ- 
| ing, apparently, the one issuing the 
| ban). 


Exhibitors Council 
Completes Schedules 
for Dec. 3-4 Clinic 


New York, Nov. 26—Exhibitors 
Advisory Council will hold its 
fourth annual trade show clinic 
and exposition of display tech- 
niques Dec. 3-4 at the Belmont 
Plaza Hotel. 
| Speakers at the conference will 
| include Gene Wedereit, director of 
|advertising, Girdler Corp. and 
Tube Turns Inc. and president of 
National Industrial Advertisers 
Assn., who will discuss how the 
advertising profession looks at the 
exhibit media; W. J. Connelly, 
assistant director, public relations, 
Bakelite Co., whose subject will 
be how to improve spending your 
exhibit dollars; Russell F. Oakes, 
manager, advertising and sales 
promotion, Clark Equipment Co., 
who will talk on pre-selling man- 
agement on exhibits, and Clifford 
| E. Hall, assistant promotion man- 
ager, American Gas Assn., whose 
| subject will be the module prin- 
| ciple. 

There will be panel discussions 
}on convention and trade shows 
| and on exhibit operations and pre- 
| show planning. 

W. H. Ufflman, exhibits mana- 
| ger, E. I. du Pont de Nemours & 
Co., EAC president, will preside 
at the general conference. 


Survey Finds 50% 
Buy Furniture in 
Department Stores 


PITTSBURGH, Nov. 25—Depart- 
ment stores get nearly half of the 
furniture business in Pittsburgh, 
according to a survey just com- 
pleted by Kenny Associates. 

The public relations firm also 
found: 

1. 31.6% of those interviewed 
haven't bought any furniture in 
the past four years. 

2. 53.1% say they shop around 
before making a purchase, instead 
of returning to the store where 
they last bought furniture. 

3. 50.3% always buy furniture 
on credit. 


| 
|@ The furniture poll excluded such 


| items as radio and television sets, 
'lamps and lighting fixtures, rugs, 
| draperies and appliances. 

Kenny could not arrive at any 
|figure for average furniture 
| spending per year because 57.2% 
|replied they had “no idea.” A 
typical answer was: “You refur- 
nish when you move or when you 
need it.’’ Many volunteered the in- 
formation that basic items are 
bought within two years after 
marriage and are expected to last 

for 10 to 12 years. 


Pushes Twin-Engined Plane 


United Air Lines is using a 
heavy schedule of newspapers to 
introduce its new twin-engined 
Mainline Convaire to intermediate 
city service across the nation. N. W. 
Ayer & Son, Chicago, is the agency. 
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Various Mass Media Supplement, Rather 
Than Hurt Each Other, Jackson Declares 


Cuicaco, Nov. 25—The growth 
of relatively new media of mass 
communication like radio and tele- 
vision has not prevented magazines 
and other printed media from con- 
tinuing circulation growth and 
reader acceptance, C. D. Jackson, 
publisher of Fortune and v.p. of 
Time Inc., told the Economic Club 
of Chicago last night. 

Mr. Jackson, who spoke on “The 
Magazine” in the first of a series 
devoted to communications, ex- 
plained why various mass media 
are not mutaily exclusive. He sug- 
gested that the viewer of a tele- 
vision presentation of a national 
political convention, for example, 
is eager to get further explanation 
and interpretation from newspa- 
pers, and later a deeper and more 
thoughtful analysis from maga- 
zines. 


@ In relating the experience of his 
company in the development of 


Life, the publisher emphasized the 
| deeision not to write down to a 
mass audience, but to risk writing 
| over their heads if necessary tu de- 
| velop editorial ideas. The original 
belief that this would limit public 
interest did not prove well found- 
j™ he said. 

|@ In a question and answer period 
after his talk, Mr. Jackson, who 
was one of a writing team which 
assisted Gen. Eisenhower in the 
preparation of campaign material, 
gave a number of interesting and 
exciting stories of the Presidential 
contest. 

Fairfax Cone, Foote, Cone & 
Belding. is chairman of the pro- 
gram committee which arranged 
the series of talks on communica- 
tions. Many other leading Chicago 
advertising and publishing execu- 
tives attended the dinner, held in 
the grand ballroom of the Palmer 
House and attended by over 800. 


Selecting Salesmen Is Like Handicapping 


Horses, McMurry Tells Sales Executives 


Cuicaco, Nov. 25—Selecting' of employment—to exclude those 
qualified salesmen today is sim- persons certain to be excluded 
ilar in method to “handicapping later. 
horses,” the 16th annual Midwest 
Sales Congress was told yesterday. » As to what makes a good sales- 

As with horses, Dr. Robert N. man, Dr. McMurry said a statis- 
McMurry said, selection is made} tical analysis of the some 3,028 
on the basis of past performance, salesmen employed by Jewel Tea 
blood lines and the jockey. Co. showed the best had the fol- 

Of these factors, he said, past) |}owing points in their background: 
performance probably is the most} They were 30 to 39 years old, 
important as an indication of what | had lived at their last address at 
a man will do after he is hired. least 25 months, were married, had 

Dr. McMurry, a selection con-| at least one but no more than two 
sultant and president of Robert/to three dependents, had spent one 
N. McMurry & Co., was a speaker | to five years on their last job, had 


at the congress sponsored by the | 
Sales Executives Club of Chicago. 


® The central idea behind all hir- 
ing programs, according to Dr. 
McMurry, should be a selection 
system for obtaining enough facts 
about an individual to predict his 
future performance. It should be 
further designed to match a par- 
ticular man to a particular job. 
Dr. McMurry warned that there 
are no short cuts to hiring quali- 
fied men—particularly in the tight 
labor market existing today—and 
that there should be no compro- 
mise on second rate candidates. 
He told the group that the pur- 
pose of hiring programs should be 
to eliminate turnover in advance 


previous experience in the grocery 
field, had previous selling expe- 
rience, were contacted through 
another Jewel employe, owned 
their own home and owned their 
own car. 

Dr. McMurry told the sales man- 
agers to start their hiring pro- 
grams by setting up specifications 
for the job in order to know what 
they are looking for. Then, he said, 
they should make sure their pro- 
grams include the following fea- 
tures: 


s Adequate methods of recruit- 

ment, selection and placement; an 

adequate training program, com- 
(Continued on Page 6) 


National Nielsen-Ratings of Top Radio Shows 
Week of Oct. 5-11, 1952 


All figures copyright by A. C. Nielsen Co. 


Current Rating 
Current Homes Homes 
Rank Program (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,192) (5.0) 
1 Amos ‘n’ Andy (Rexall, CBS) ...........-.. eee eee 4, 11.2 
2 Lux Radio Theater (Lever Bros., CBS) 86 lll 
3 Jack Benny (American Tobacco, CBS) ... 648 10.6 
4 Charlie McCarthy Show (Hudnut, CBS) sores : 9.5 
5 Godfrey's Talent Scouts (Lever-Lipton, CBS) .................. 3,859 8.8 
6 eS Pree 3,771 8.6 
7 Fibber McGee & Molly (Reynolds Metals, NBC) ......... . 3,596 8.2 
8 Our Miss Brooks (Colgate, CBS) .............. 3.596 8.2 
9 You Bet Your Life (DeSoto-Plymouth, NBC) ...... 3.552 8.1 
10 Suspense (Electric Auto-Lite, CBS) 3,333 7.6 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,447) (3.3) | 
1 Raweld Themes COG, GOB) wcccccssvcccssccccccsccaccccces 2.456 5.6 | 
2 One Man's Family (Miles Labs, NBC) ............-66 0. ce euee 2.368 4 | 
3 News of the World (Miles Labs, NBC) ........ 0... 0.00 ccccueee 2,368 5.4 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,666) (3.8) 
1 World Series (Vitamin Corp. of America, MBS) ........ ....... 7,016 16.0 | 
2 Our Gal, Sunday (Whitehall, CBS) ..........-- cece cece cece 2,894 6.6 | 
3 Arthur Godfrey (Liggett & Myers, CBS) ..............00000045. 2,894 6.6 | 
4 Romance of Helen Trent (Whitehall, CBS) . .................. 2.850 6.5 
5 Arthur Godfrey (National Biscuit, CBS) .. 2,719 62 
6 Guiding Light (P&G, CBS) .......... 2,631 6.0 
7 Ma Perkins (P&G, CBS) ............ ood 5.7 
9 Right to Happiness (P&G. NBC) ........ + 2,499 5.7 
10 SE CE DEE a tnsncerecocccedneccevcseressds 2,456 5.6 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,315) (3.0) 
1 World Series (Gillette Co., NBC) 18.3 
True Detective Mysteries (Williamson Candy, MBS) 43 
3 Wilson, Glickman & Lee (Vitamin Corp. of America 41 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (3.0) 
1 Theater of Today (Armstrong, CBS) ....... 20... cece ccc cuwee 3,026 69 
2 i. ad. 2K: TT See 2, 6.1 
3 Stars Over Hollywood (Carnation, CBS) ......--..eeeee cee +0 02,675 61 


SUNDAY COVER—This is how the first issue 
of Family Weekly will look when it appears 
with Sunday newspapers next March. The 
supplement will be printed on 34-Ib. super 
news. William H. Marriott is publisher ond 
William Karp is editor-in-chief. 


6 Printing Unions 
Sign New Contracts; 
2 Still Holding Out 


New York, Nov. 25—Six AFL 
printing unions signed new con- 
tracts yesterday with the Pub- 
lishers Assn. of New York. Pack- 
age increases of $5 to $6 a week 
in wage and welfare benefits, ret- 
roactive to Nov. 1, feature the new 
contracts. 

Two unions still have not signed. 
New York Newspaper Printing 
Pressmen’s Union, Local 2, AFL, 
will hold a referendum tomorrow 
on an agreement providing $3-a- 
week in pay increases and $3 in 
welfare benefits. The present scale 
is $100.50 for day workers and $108 
for night workers. 

New York Typographical Union 
No. 6 AFL rejected a proposed 
contract at a membership meeting 
Sunday. This called for $3.50 in 
wage increases and $2.50 in wel- 
fare payments. The present scale 
is $108.50 for day workers and 
$113.50 for night workers. Further 
negotiations with the publishers is 
expected to open within a few 
days. 


s Unions that have signed new 
contracts include New York Pho- 
toengravers Union, Local 1; In- 
ternational Assn. of Machinists, 
Eureka Lodge; International 
Brotherhood of Electrical Workers, 
Local 3; New York Mailers Union, 
No. 6; New York Stereotypers Un- 
ion, No. 1, and New York Paper 
Handlers and Straighteners Union, 
Local 1. 

The Newspaper and Mail De- 
liverers Union, independent, signed 
an agreement with local newspa- 
per publishers three weeks ago. 


RCA Victor Makes Sound Film 


RCA Victor division of Radio 
Corp. of America, Camden, N. J., 
has produced its own sound film, 
“You Are The Producer.” The 
film is designed to show how 
sound can be included in sales 
promotion films. It features RCA’s 
“400” magnetic recorder-projector 
machine which permits wide use 
of magnetic recording on 16mm 
films. Among the features are 
playing back, erasing, re-recording, 
and reproducing both the optical 
and the magnetic track, either at 
sound or silent speed. RCA’s Visual 
Products distributors plan to show 
the film to interested groups. 


Approve Keystone State TV 
The joint committee on Educa- 

tional Television for Pennsylvania, 

at a recent meeting in Hershey, 


|Pa., approved four new TV sta- 


tions for the state. Construction 
of the stations would be under- 
taken by local bodies, and would 
operate under the general super- 
vision of the Department of Pub- 
lic Instruction. The stations would 
be located in Philadelphia, Pitts- 
burgh, State College and Erie. 


| Gov. John S. Fine will appoint a 


committee of educators and lead- 


ers in industry to carry out the Of a leading consumer magazine, 
program. 


aging editors of a leading business 


} 


| for the clinics are the art director 


| 


|a radio network sales promotion 


This Week’ Editor Charts Major 
Trend in Popular Magazine Field 


: ibes Mo | sports, night shopping, ete., are 
Nichols Deseri a sa | radically altering both the types of 
to Very Big or Highly material which are appropriate for 

+ oie : | magazines and the times at which 
Specialized Magazines premage nyt ome nthy 
New York, Nov. 25—Major' 


shifts occur about every 25 years|® “In particular,” Mr. Nichols said, 
in the magazine field, and another | “there is a lessened demand for 
cyclic swing is now in progress. {sheer entertainment and an in- 
The last major shift came in the |creased demand for news and serv- 
mid-twenties, with the birth of ice or ‘life-related’ material. Also, 
Time, The New Yorker, and Read- |! believe there is a shift in read- 
er’s Digest, followed soon after by | ing time from week _nights to 
the picture magazines. | weekends. In spite of TV, there has 
Now the shift is in favor of mag- | been a great increase in newspaper 
azines, which are either very big | Teading.” w 
and thus universal, or very small | 3. The advertising factor. “Ad- 
and thus highly selective. | vertisers, too, are faced with the 
Those points were stressed last problem of rising costs, and there- 
week in a talk by William I.| fore must be ruthless in selecting 
Nichols, editor of This Week Mag-| the kinds of publications that will 
azine, before the House Magazine | Produce the maximum response 
Institute. |perdollar. — —- 
“Editors normally like to think; “For certain mass-distributed 
that the rise and fall of magazines | Products,” Mr. Nichols said, “this 
depend largely on their own gifts,” | tends to favor the multi-million 
he said, “but the longer I have | circulation magazines where the 


been in the business, the more 1| economies of mass production pro- 


have been impressed by the many 
non-editorial factors which also 
contribute to the rise and fall of 
magazines.” 


a Mr. Nichols discussed three of 
these at length: 

1. The economic factor. “Rising 
costs, particularly in the field of 
circulation-getting,” he said, “are 
giving a strong advantage to those 
publications which are ‘collaterally 
distributed.’ These include the 
Sunday magazines, the chain store 
magazines, publications distributed 
as part of group memberships, 
such as Rotary Club, American Le- 
gion, etc., and, of course, company 
and house publications. All of 
these avoid the costly load repre- 
sented by newsstand distribution, 
direct mail solicitation, or door-to- 
door canvassing.” 

2. The social factor. “Fewer 
working hours and the emergence 
of new forms of leisure-time ac- 
tivities, such as television, night 


| vide minimum costs per impres- 
| sion. 


\« “For other, more specialized 
| products, the advantage often rests 
| with a judicious use of very small 
highly-selective publications buil 
| around special hobbies, professions 
al interests, regional interests, etc, 
for this cuts down waste circula< 
| tion. : 
“In other words, advertisers 
| have a choice between the satura 
| tion-bombing and the precision 
bombing of their markets. But th 
corollary of this is that times ar 
going to be hard for the middle 
size magazines which represent th 
scattered-shot approach. 

“Many of these developments,’ 
he said, “carry good omens fo 
publications which have collatera 
circulations and are either ver 
big or very small. In the strugg! 
for survival you must be ever 
lastingly aware of changing condi 
tions, and adapt to them if you ar 
to stay on top.” 


Chirurg Is Holding 
26 Weekly Clinics 


Boston, Nov. 25—James Thom- 
as Chirurg Co. here is currently 
holding a 26-week series of crea- 
tive clinics, half of which are be- 
ing led by experts outside the 
agency. 

The sessions begin every Mon- 
day at 5 p.m. Although attendance 
is not compulsory, it averages more 
than 90% of copywriters and ac- 
count heads, according to Gilbert 
Wiiliams, Chirurg copy chief and 
director of the program. 

Among the topics being dis- 
cussed are: editorial matter in bus- 
iness magazines, readership studies 
of women’s service magazines, TV 
egommercial techniques, best read 
newspaper campaigns, visual sales 
messages and an ad manager's 
view of the agency function. 


® Chirurg has been running these 
clinics since 1948, but this is the 
first time outside speakers have 
been invited. Mr. Williams told 
AA that the three main purposes of 
the program are: 

1. To give a “refresher on psy- 
chological facts having to do with 
readership.” 

2 To offer “a broad view of ad- 
vertising in general as applied 
to specific clients.” 

3. To “keep us abreast of new 
techniques in all phases of adver- 
tising and up to date on others.” 

One of the meetings will be di- 
rected by the executive and man- 


publication. Also being imported 


manager and personnel from Mc 
Call’s and The Saturday Evenin 
| Post. 


Dulany Foods and 
Kenath Sponsel Move 
to Erwin, Wasey Co. 


New Yorx, Nov. 25—Erwin, 

Wasey & Co. has been named to 
handle all advertising for Dulany 
Foods (John H. Dulany & Son), 
Fruitland, Md., effective Dee. 1. 
The account was last with W. Earl 
| Bothwell Inc., as was Kenath T. 
Sponsel, who is joining Erwin, 
| Wasey as v.p. and member of the 
| plans board. 

Mr. Sponsel, who had been ex- 
| ecutive v.p. at Bothwell, switched 
| to that agency in 1951 from Foote, 
Cone & Belding, where he was 
|V.p. and account supervisor. Du- 
| lany went from FC&B to Bothwell 
{in August, 1951. 

The Dulany account did not fig- 
| ure in the merger of Bothwell and 

Geyer, Newell & Ganger (AA, 
| Sept. 8). 


| Joins McCann-Erickson 


Edward Sutherland, former mo- 
tion picture director, has joined 
| the radio-TV department of Mc- 
Cann-Erickson, New York, as di- 
rector of production. He previous- 
{ly was a TV producer for Nation- 
al Broadcasting Co. 
| Appoints William Rambeau 


| William G. Rambeau Co. has 
been appointed national repre- 


sentative for WATR-TV, Water- 
bury, Conn. The first video station 
in Connecticut, WATR-TV is ex- 
— - be on the air about 
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“Stork Club,” formerly sponsored 
by Liggett & Myers’ Fatima brand, 
provided the network can clear a 
sufficient number of stations, Cun- 


Will Sponsor ABC 
1ingham & Walsh is the agency 
Inaugural Program ‘aa Moore poche Aart aS a good 


New York, Nov. 26—These were new business attraction for the net- 
highlights of the sponsor activity| work with Pillsbury Mills, which 
at the radio and TV networks! recently bought one 15-minute 
this week: weekly participation on his tele- 

American Broadcasting Co., tak-| cast, deciding to make it two. 
ing a leaf out of the CBS and NBC} 
book, signed an automobile maker | ® CBS radio acquired a new client 
as sponsor of its video-radio cov-| at the expense of NBC. The Bakers 
erage of the Presidential inaugura- of America (Foote, Cone & Bel- 
tion on Jan. 20. The advertiser is| ding), which currently sponsors | 


Willys-Overland 


jan has been in 


BSF&D Names MacGlashan 
Merchandising Director 

L. C. MacGlashan has been ap- 
pointed director of merchandising 
of Brooke, Smith, French & Dor- 
rance, Detroit 
and New York 
His post will in- 
clude activities in 
both the Detroit 
and New York 
offices. 

Mr. MacGlash- 
the advertising 
business for 25 
years. He has su- 
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Another agency merger, this one in the works for some time, brings 
together J. D. Tarcher & Co. and Cecil & Presbrey ........ Page 1 
William Werner of Procter & Gamble is named the new president of 
the Public Relations Society of America .............. Page 1 
Do you need small town coverage? A theatrical company in Kansas 
City says it can do the job for advertisers through its “home talent” 
shows ...Page 2 
The new consumer price index which the Bureau of Labor Statistics 
has been working on for three years will be ready early next 
year 
How do you recognize a good salesman? The Midwest Sales Con- 


..Page 3 


Willys-Overland Motors (Ewell & 
Thurber). 

Meanwhile, ABC-TV is lining up 
a new Saturday night boxing series 
to be sponsored by Bayuk Cigars 
(Ellington & Co.). In the debit 
department: Equitable Life is 
dropping the radio drama, “This Is 
Your FBI,” after a lengthy run. 


® Both CBS and NBC are looking 
forward to mid-June, when the 
Ford Motor Co. will celebrate its 
50th anniversary with a gala two- 
hour telecast on both networks. 
Kenyon & Eckhardt will handle 
this celebration for the car manu- 
facturer 


|“Hollywood Star Playhouse” on 


NBC, will start a similar show on} 
| ten much of the 


Columbia Feb. 22, at 6 p.m., EST. 

Another radio casualty at NBC 
is U.S. Tobacco Co.'s “Martin 
| Kane” (Kudner agency). The pri- 
| vate eye’s adventures will continue 
|on TV for the same advertiser. 


| 

| Maclean-Hunter Shifts Whelan 
| K. L. Whelan, for the past 12 
years manager of the New York 
| office of Maclean-Hunter Pub- 
lishing Corp. and eastern states 
representative for Maclean’s and 
| Chatelaine, is returning to the head 
office in Toronto, where he will be 
responsible for a number of im- 
portant advertising accounts on 


gress is told it’s just like picking a winner at the track .. 
“Somebody Said It Couldn’t Be Done—So The Hell With It.” Mottoes 
> per P like this, which avoid platitudes, have turned into a fulltime adver- 
advertising for Army and Air - , 
Force recruiting campaigns. tising service for a Cleveland adman ...................+.. Page 16 
| Highlights from the annual popcorn convention: the industry is plan- 
Topics Publishing Names 3 | ning a unified advertising program, and one firm is bringing out 
Alexander Stewart, member chlorophyll popcorn -Page 42 
of the sales staff of Fawcett Pub- Oil companies put stress on their TBA business—tires, batteries and 
ONO  DOCUETS UTI INI oa ons. stie sed pe sicceccdeesaccespessenes waste Page 64 
Fe ey arta promotion direc. | Would-be Canadian teleeasters are informed that they will be allowed 
tor of Topics Publishing Co.’s Food| © open up stations only in areas not served by the CBC, which 
Topics, Food Field Reporter and| probably means the small towns ...............00--eeeeeee Page 66 
Drug Trade News. Clifford Fait| Beer companies take first prize for frequent agency changes ..Page 69 
has been promoted from promo- . i 
tion manager to promotion director | James Woolf asks why Western Pacific advertises to freight shippers 
for Drug Topics and Drug Topics! as if they were “half-witted juveniles” .................. Page 71 
Red Book. LeRoy M. King, presi- | self-service sales are now estimated at 20% to 25% of total retail 


pervised and 
personally writ- 


L. C. MacGlashan 


Chatelaine. He will be succeeded 
by Paul B. Dickson, formerly ad- 
vertising manager of C.unadian 
Homes & Gardens. 


Other coming business at Col- 
umbia: Chesterfield signed as an 
alternate-week backer for the 


dent of Country Garden Super 7 
Market, has been named anda | vehune 


ists Bro iis, ee eRe Geka oe ae Page 86 


dising counsel for Food Topics and| The California prune growers are going to run their first national 


Sah itile 


ia 
FLORIDA 
3 ata 80 


*Based on Sales Management 1951 Survey of Buying 
Power figures and current ABC Reports, using these 
three papers gives you 20% or better family coverage 
im the 52 counties accounting for 60% of Florida's 
Effective Buying Income, 81% of food sales, 82.8% 
of drug sales, 816% of furniture sales, 80% of gen- 
eral merchandise sales and 81% of Floride’s total 
retail sales You also get above 30% family coverage 
in 42 counties, above 50% im 20 counties, above 60% 
in 9 counties and above 70% in 6 counties 


FLORIDA 
TIMES-UNION 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


| THE MIAMI 
HERALD ~ 


National Representative 
Story, Brooks & Finley, Inc. 


FLORIDA 


Bank Resources Up 


302% 


from 1940 to 1950, while bank 
resource: 


When bank resources are swinging high, that means 
good business in a market. The way bank resources 
are climbing in Florida—it’s a market you'll 

want to go after—and hard! 


Hit Florida first with Florida’s three big morning 
newspapers. They cover their own immediate trading 
areas like a tent and greatly strengthen your 
advertising in other Florida markets because they give 
you 20% or better family coverage in those counties in 
which 80°% or better of all Florida’s business is done. 


For a solid sales upswing put Florida’s three big morn- 
ing newspapers first on your Florida newspaper list. 


Lowest Cost Coverage in Florida’s Top Markets 


- Morning Tribune 


Sawyer-Ferguson-Walker Company 


Food Field Reporter. promotion in 12 years, and it’s a five-year program ........ Page 89 
| 
REGULAR FEATURES 
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Union Protests ABC Dismissal 

A charge of unfair labor prac- 
‘tices has been filed with the Na- 
tional Labor Relations Board 
against American Broadcasting Co. 
|by the National Assn. of Broad- 
cast Engineers & Technicians 
(CIO) working for WENR and 
WENR-TV, Chicago ABC outlets, 
over the firing of an office em- 
ploye for “union activity.” The 
technicians staged a walkout Nov. 
|23 protesting the dismissal and 


an hour. 


Scholts, Davis Merge 

Rhodes & Davis, San Francisco 
agency, and Scholts Advertising 
| Service, Los Angeles, have consoli- 


es for the entire U.S 


halting network programming for | 


dated under the name of Rhodes 
& Davis. R. O. Davis is general 
partner managing the San Francis- 
co office. Tom Scholts is general 
partner managing the Los Angeles 
office. The French Sardine Co. 
account (Star Kist Tuna), which 
until now has been handled in San 
Francisco, will be serviced in Los 
Angeles. No changes of address or 
personnel are planned. 


Appoints Haydon, Dukeshire 
North American Battery Corp., 
St. Louis maker of Red Giant au- 
tomotive batteries, has appointed 
Haydon, Dukeshire Inc., New Ha- 
ven, Conn., to handle its advertis- 
ing. Newspapers, magazines and 
trade publications will be used. 


were up 175% 


National Representative 
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45th in a series 


| Why the Herald Tribune is 


< 


§ putting Major Promotion 


behind This Week 


MAGAZINE 


Svare 
N Univ 
EW YORK stare on” td site 
Fe 
Acsany * TEACHERS 


At this time, and for weeks to come, the New York Herald 
Tribune is using large newspaper space, transportation adver- Mr, gy 
tising, radio and television~in one of the heaviest promotion 
campaigns ever put behind a newspaper magazine—THIS 


Oc tober 5, 1950 


WEEK Magazine. Dear Mr, Ste, 
‘art; 
The decision to use THIS WEEK as a broad base for this Pitt my vonnt, line to « 
’ ‘ . — p xpr 
newspaper's Sunday promotion was dictated by the Magazine’s believe 44 rentitied: %,42 the y, naz iment 
en, as, % INTER A > T. t 
powerful reader appeal—and equally powerful reader-response. over he 7 ne tom? had rely OF ore bune THIS y.FP8POnse 
fampshipe “St and St, fpr ns of (Sent 
re midd) Om pub] ter ept. 7 
Se , , th » Penns e 1 S$, al] ee 
Beginning with 1935, when the Herald Tribune’s Sunday Ons Ye field, a mevnnte age a tor = : elttzens ahh? 
; p ’ ett Prof, A at 
Magazine became THIS WEEK, it has grown into the largest I diet’ @8king 92510nal por 1?, 1ty Cone. Ptofessore’ Ne 
ariad NOt realy24 *4Vice 1 tlotan 11 of chip}, {0acher 
magazine circulation in America, read by better than 10,000,000 poltts? or that ‘pe the New Yortes tion Parents, S1111cothe "* 
é a a op 
families. _ = = 


THIS WEEK’S impact is as powerful as its results are 
provable. Power? In 1951 it had more Reader’s Digest-reprinted 
articles than any magazine save the Saturday Evening Post. 
Provable? Not only do Starch studies prove THIS WEEK’S 
exceptionally-high readership, but reader-reaction fills mail 
sacks week-after-week. (See adjacent sample) «sem. 


” How to account for it? Simply this—great editorial con- 
tent, superb advertising content and fine printing, maintained 
! for many years, have now built THIS WEEK to a stature 
| equal to any magazine now published. It is a magazine for 
which readers would pay 20 cents—if it were sold separately. 


Of course, it is never sold separately. It is part and parcel 
g of the eight-section Sunday Herald Tribune. 


The Herald Tribune provides Sunday readers with a 


great paper plus a great magazine—the equivalent of an out- 
NEW YORK 


standing national weekly reflecting the broad sweep of 


America’s reading taste. -/ ° 


compelling combination, we expect a substantial Sunday 
circulation gain. 
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Your only odequote 
trade coverage of the 
country’s fastest growing 


Southern 
Automotive 


f automotive market. Now 
- over 6‘ billion dollars yearly. 
; Write for full dota. ABC 
NBP 
806 PEACHTREE STREET, N. E., ATLANTA 5S, GEORGIA 


Appoints Raymond Harrison 

Raymond B. Harrison, previous- 
ly v.p. and sales manager of Beck- 
with Mfg. Co., has been appointed 
sales promotion manager of Sted- 
fast Rubber Co., Dorchester, Mass., 
maker of coated fabrics used in 
the manufacture of shoes and other 
products. 


Clanton, Ala., to Get FM 


Southeastern Broadcasting Co. 
has been authorized by the Fed- 
eral Communications Commission 
to construct an FM station in Clan- 
ton, Ala. 


Advertising Age, December 1, 1952 


Selecting Salesmen Is Like Handicapping 
Horses, McMurry Tells Sales Executives 


(Continued from Page 3) 
pensation in line with going rates, 
a method of continuously apprais- 
ing the sales force’s performance, 
supervision, and an outlet for 
grievances. 

He said some method of con- 
tinuous appraisal is “essential” to 
success of the program and that an 
outlet for grievances is a “must” 
in view of the fact that selling is 


St NEW York, 
oR HOLLYWOOD? 
> CHI CAGO ? 


no-they’re watching MUSIC CITY, U.S.A. 


live down in Nashville, Tennessee. 


Pe - 


turn green. 


, nation’s fastest growing television market. 


B - Nashville 


As the final answer to those who believe bigtime TV 
2 programming to be possible only on million dollar budgets 
from the nation’s glamour spots, we give you WSM-TV’s 
Music City, USA, written, produced, directed and televised 


Sponsored by Nashville's Happy Day laundry, tailored to 
fit a local budget, Music City USA, now well into its second 
year, is a weekly variety half hour of top network quality. 
The names above are random samples of a Music City, 
‘ USA guest roster capable of making any network producer . i 


How does it happen? Well—big time programming has 
been a traditional with WSM. And WSM-TV is simply fea, 
following in the parent station's footsteps. Let 
Irving Waugh or any Petry Man show you how this caliber 


of local television programming can score for you in the 


Channel 4 W S M -TV 
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a frustrating job. 

References are a_ particularly 
tough matter, according to Dr. Mc- 
Murry. He said an analysis by a 
firm hiring 3,000 persons annual- 
ly disclosed that only half of 1% 
of the critical replies were ac- 
curate. The best method, he said, 
is to get the previous employer on 
the phone and check item by item 
the factualness of a candidate's 
statements on his application 
blank. 

The use of tests in screening 
candidates was termed almost 
{worthless by the speaker. The 
| tests themselves have to be tested, 
he said, and “very few justify 
their inclusion in any hiring sys- 
| tem.” 
|# The importance of telephone 
| selling was dramatically under- 
|scored for the congress in a skit 
| presented by sales personnel of 
Capital Airlines. 

Calls were placed to several 
| firms represented at the congress. 
| Through an amplifying system, 
ithe conversation between the 
| pseudo buyer and the salesman 
was audible to the audience. None 
lof those contacted were informed 
|that the call was not legitimate 
until the end of each conversation. 

The first call, to a trained Cap- 
ital Airlines sales girl, emphasized 
the proper techniques of courtesy, 
full information and the obtain- 
ing of the caller’s name, address 
and phone number for followup 
purposes. Of the various companies 
called—a soft drink distributor, a 
truck line and a water softener 
company—only one salesman 
failed to ask for the caller’s name 
and address. 


s Edwin B. George, assistant to 
the president of Dun & Bradstreet, 
told the group that on the basis 
of his studies “1953 will be an ex- 
cellent year” for all general busi- 
ness purposes. 

The economist said current evi- 
dence indicates that the first half 
of 1953 will be a prosperous period, 
that the third quarter will be good 
but that the fourth quarter may 
see some downward movement. 

There is no prospect, he said, 
that the fourth quarter of 1953 will 
slip below a “full employment 
economy” status—that is, unem- 
ployment will not exceed about 
3,000,000. 

Defense spending, Mr. George 
said, should continue to rise in 
1953 with over-all expenditures 
reaching a possible $56 billion in 
the second half. 


Packard Resumes ‘Rebound’ 


Packard Motor Car Co., Detroit 
(Maxon Inc.), has signed with 
| Bing Crosby Enterprises for the 
resumption of the television film 
series, “Rebound.” Eighteen sta- 
| tions will carry the program, with 
|more to be added later. The cur- 
|rent series of 13 will run on an 
alternate-week basis. Last season 
| Packard bought 17 of the series, 
|running them on a spot basis na- 
| tionally. 


| 
|Oxford Paper Boosts Two 
Oxford Paper Co. has promoted 
| Thomas F. Nolan Jr., assistant 
| western sales manager of Oxford 
Paper Co. and Oxford Miami Pa- 
per Co., to western sales manager 
of both companies. He succeeds 
Oliver S. Barrie, who has retired 
from active duties but who will 
|continue in an advisory capacity. 
|Samuel D. Dillon, formerly Chi- 
cago sales manager, succeeds Mr. 
Nolan. 


Promotes Wallie Dunlap 

Wallie Dunlap, program execu- 
|tive of Bridgeport Broadcasting 
| Co. (WICC) since its inception in 
| 1947, has been named director of 
television operations for WICC- 
| TV, Bridgeport’s first television 
station, operated by the corpora- 
tion. 
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Young people are like adults... except in one important 

respect. Like adults, they want to be strong and \ atl onal 
: healthy, smart and popular (add other successful ° 
odvathieg appeals) . . . but they're much more receptive, more easily (om | (8 
told and sold. Equipped as they are, with both the wants and the where- 

withal, they constitute a mighty market today . . . and promise to be Group 


continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- 


Represented by 
strings, too! Richard A. Feldon & Co., Inc. 
Fos 205 East 42nd Street 
There's probably a proper place for your product in their favorite New York 18, N. Y. 
; : ' . CHICAGO —_LOS_ ANGELES 
ch reading material . . . the comics books! SAN FRANCISCO PORTLAND 
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Werneken Joins Jam Handy 

The Jam Handy Organization, 
Detroit, has appointed Russel Wer- 
neken supervisor of recording in 
the slidefilm department. Mr. 
Werneken formerly was a contact 
man, production supervisor and 
writer-editor. 


Set Radio Execs Yule Party 

The fifth annual Christmas par- 
ty of the Radio Executives Club of 
New England has been set for Dec 
12 at the Hotel Somerset, Boston. 
Benjamin Bartzoff, WVOM, 
Brookline, Mass., has been reap- 
pointed chairman 


The Accounting Fraternity is a Market... 
BIG and INFLUENTIAL 


The accounting fraternity includes Financial V.P.’s, Treasurers, Con- 
trollers, C.P.A.'s, Office Managers, Independent Public Accountants. 
The Journal of Accountancy will pin-point your sales message to these 
buyers of office machines, record-keeping systems, forms, and supplies; 
these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.D.S. Business Publication 
Section, Classification No. 20. 
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TV Films Get a 
Big Endorsement 


at Club Opening 


(Continued from Page 1) 
posed that campaign costs be lim- 
ited to $3,000,000, this to come 
from the government itself. It 
could then be made illegal for any- 
one to contribute to a party, he, 
said 

Mr. Wolff, who heads radio and | 
TV for Y&R in New York, said} 
that none of agency’s TV 
shows is house-packaged this year, 
whereas most were last year. This} 
fall only film packages are being} 


the 


Advertising Age, December 1, 1952 


packages because it is possible to 
get top specialists through them. 
An agency can’t afford to pay top 
creative people the $60,000 to 
$125,000 salaries “they are accus- 
tomed to” but can purchase their 
abilities by buying film packages, 
he said. 

He expressed doubt about the 
value of “residuals” to advertisers 


| that own filmed TV shows. That is 


an unknown so far, he said. But he 
believes advertisers should not be 
in the film business. Referring to 
ownership of shows by Procter & 
Gamble Co., Mr. Wolff said he does 
not believe P&G is equipped to get 
into the distribution business to 
make profits from residuals. 
Although he plumped for film 
shows, Mr. Wolff warned that at- 
tracting audiences is not enough. 
No show can be called a success 


used. As one reason for the change, | until it proves it sells, he pointed 


he pointed out that 
show alone required 14 people the 
year around, and represented a/| 
$3,000 weekly loss 

Mr. Wolff said he believes in| 


one house) 


out. When packaged films are 
bought, an agency earns its 15% by 
using its selective judgment to get 


| the most effective program for the 


advertisers, he said, and by con- 


No, Junior, right bathroom, different 
motif. This morning it was Victorian; 
this afternoon it’s Provincial. 

Who's responsible? That irrepressible 


of the status quo— Mom! She did it 


Wrong bathroom, son ? 


foe 


with colorful Cannon towels and accessories. 


Cannon's national advertising reveals 


the secret of this chameleon bathroom: 


a quick switch of fluffy. absorbent 


Cannon towels helps convert the room to 


any one of four decorative themes. 


Stimulating ideas 


spread by the industry's 


largest advertising program—are one reason 


more women buy Cannon towels than 


all other brands combined. 


Cannon Mills, Inc.. has been our client 


for 32 years. 


n.w.ayer and son, inc. 


Philadelphia, New York, Chicago, Detroit 


San Francisco, Hollywood, Boston, Honolulu 


tributing its knowledge and ex- 
perience in added selling. 


® KTLA’s Mr. Landsberg, who is 
also West Coast v.p. of Paramount 
Television Productions, forecast 
that films will be the death of TV 
networks. With film, he observed, 
an advertiser can place his pro- 
gram wherever he wants, when he 
wants it and on a station of his 
own choosing. This eliminates any 
need for a network, he said, and 
explains why they continue to sup- 
port live programming. Also, he 
said, stations don’t have to settle 
for one-third of their rates when 
shows are not handled on a net- 
work basis. 

Mr. Landsberg said that the cost 
of TV is going beyond the reach of 
local advertisers. Film packages, 
which can spread cost over all 
markets, are one answer to the 
high costs, he declared. 


@ He then announced that his sta- 
tion is considering changing from 
the blanket rate card to a formula 
which will be based on audience 
times length of commercial times 
number of commercials. The audi- 
ence would be determined on some 
method of averaging the various 
ratings, he explained. In cases 
where the audience is “short,” that 
would be made up, he said. 

Mr. Landsberg asserted he be- 
lieves the conservatism of many 
local agencies toward television 
has resulted in many of the 
“wrong element” jumping in. The 
result is many advertisers are in 
“to be seen” on television but are 
not getting a selling job. It is a 
serious threat to television that 
local advertising is in the wrong 
hands, in his opinion. 


s Asa producer of television films 
and commercials, Hal Roach Jr., 
Hal Roach Studios, presented these 
observations about problems met: 

Many art department people in 
agencies, who lack motion picture 
experience, set up things which 
can’t be done. These same people 
fail to take into account the size 
of the television screen and put 
more into a scene than can be 
picked up and identified. Agencies 
also should put more trust in the 
judgment and advice of the pro- 
ducer. Too much copy is called for 
with the result it is more than the 
viewer can absorb. 

Faults listed by Mr. Roach in- 
cluded audio which does not match 
action, and copy which does not 
relate to the action pictured. He 
said costs can be kept down by 
remembering that trick shots cost 
too much money to compensate for 
any gain, if used too extensively. 
Rush work also increases costs. 
There are at least 70 steps involv- 
ing work in production, and when 
these are rushed costs mount from 
overtime, etc., he said. 


s Al Simon, Al Simon Productions, 
said he once was an exponent of 
live shows, but now is all for films. 
His remarks were based on asso- 
ciation with production of such 
shows as “I Love Lucy,” “The Joan 
Davis Show” and “Burns and Al- 
len,” among others. 

The only advantage of live over 


| film is picture quality, he said, and 


this disparity will be overcome 
within a few years by new produc- 
tion and lighting techniques. 


Printer, Lithographer Join 

John P. Smith Co., Rochester 
printer, and Rochester Lithograph- 
ing Co. have consolidated their in- 
terests, “to bring to customers of 
both houses a reproduction service 
best suited to their needs.” The 
lithographic division will be 
known as Rochester Lithographic 
Mfg. Corp., a division ef John F. 
Smith Co. Officers of the new or- 
ganization are Clifford L. Van- 
Derbogart, president; Henry F. 
Brayer, v.p. in charge of opera- 
tions; Eugene E. Wirth, v.p. and 
general manager, and Leiand L, 


' Odell, secretary-treasurer, 
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Because 


94.6°% of NEWSWEEK’s readers 
are people of influence and deci- 
sion in business, industry, the 
professions and government. 


NEWSWEEK delivers more such 
business purchasing influence... 
per advertising dollar invested 
... than any other weekly or 
bi-weekly magazine. 


to Sell the Top of th 


‘Because 


NEWSWEEK’s more than 800,000 
circulation delivers more families 
with incomes of $5,000 and up 
...per advertising dollar...than 
any other weekly or bi-weekly 
magazine measured by Publish- 
ers Information Bureau. 


This income bracket is the top 
market for consumer quality goods 
and services, too. For instance, 
53.5% of NEWSWEEK’s families 
own corporate stocks. 


ae E 
- of eH 


e Market 


¥ oe eae els a Sg See pos 2 i a, ly 4 tas ae fed ce ns) “i 
4) oe as eee i ae ee ee oe le be st ta 
SL: PSN LS + ar Big ices cA, Se 8 29) a SIGE eee = i See oe ae 5 i i SR as 
| ae ty, oleae ae 2 ae ay aS 5 4 : aan ae Betis rag ae, pos eee a Bete ie ee i neers, : E Beer wearer «, 

Se oa a ee hie cena we aes.) Re. 3 ae wing came... eee prs 7 7 ns ae 3 oh OS ae a 

Ss) ta Paras 1 Ee ema e ae A rs as — . 5 RI A eke ee en. we heres ae OEY Raa “er Bata 

A Ras cees ie > At rr ae pe) i | RS ee eee Riser ee . Rees = ‘eae Me ey 
Fs 2 ln ieee! i ns A ty roe © i es ole a oe eee Meee 8M 2 se ee eee a , Th Rk Me RS cpa 7 
Dy ge a eS ace hee SS Ee on aes, . eee Saale Pea er ne oo ee Og 17 gas oe ae ieele a 
eee Eee eee aed ae oe —_—— et eg Wr Ae ey ta ee aS oe sh 3 
ar: pete ; ie a s ‘ RM i hi ee es ee oe Ee: J ‘ + aes oe Pie ec 
& ri Aue JmaieaiBbe oe “ Stee oe Ce ean oe, Se ey ch cf ahh re cee ee Ad 
re f 5 ea a. ee m4 aes C6 |! ee Sere ees aera ree Se A SS RR 6, eee te gia 3 he 
ee ee, ep : hy Ree  S ee eee ‘saeco. 2p eer eee yee spies ra. 5s 
ee spies Cae: ot! ieee it tke , fe, ee ee ee ee i ae ee ce ee eM ons 
a0 ai ee } Re Pe eee eee ck Ped SS US ee it arr 
ee ee ee ae es eae te, oS ie es a 
Cee ae ame es es Bae a ae. a ee ee ioe . A A Se 
el Tia ie mummers Se PE Be: Sot ees ae ee OR FSi: cae Ba? ocho 
Tae Petes SR Bee ae pe oe . ect G “ene 2 ie ee ee - aes Eaney ee TL ca 
ae ee #% eS a ol oe C ; se Ber ae er a cc tae - SS ie 
ee of es ee 3 ae aad “aan eee Page eer coh ae oe Exe es eee es 
7 ee et ne : o hy: pa Oey es icone 2 oe am Bae are om ee ee oe 
ety ‘Caw 8 ra ey Be, ’ , aah : el ie. fale a ae Sa ky shee ee et Sas. ae et ae aS ee 
S. | oe ae his Rio gee ae? samme Re eee: Cee nae eed gure oe ic ae mare a ee me < i 
fee OE ee oe eer aed d at Wah Notas | Sua ae ee oe ce aes oe zie 
wae See ty Oe ; oe i : a PON MO as a ei ree a ES ss Soe Ra eae 
= = 34h te ees A tigeae : a ice ieee ne ee En, ae pel a gad 
Se eee, ae a a et ee ee ee Sa ee eee [an od 
ee eee Vie ee a Bee ee ke ee. 27 ape a eet 
meee ee eS oe a SG a oe Rees eg hs a ae ey! ere) oe ihe ORS 
Roe ee Bee lO ee ewe ee 
ee eee a ee eS : ee 24 oo. eee ee Pee tt eee eee Se ee 

Sekt. Coie a ie oe : or. Poe, i: aoe o Bie arenes SE Be So eee Oe eee”. det oi 
Bee Vi eer dee pee ee oe Behe Oo ewe cee ae a ee ae ee ee on 7) ea a! +i 
ae ora ae) Oe Geen f i eo. ae = ae i ee see Beer as. - oe i Be ss He ah 
Oe i Y eae pt ee a ¥y aia ae +S —Tiog Pam eae a 2 - Eas ppsires - «, ie 5 my Wiz. ig ~~ f; Lee 
a i. 2 ae i RS eee, eee canvas me fee Ra ss RE 
Co taeD i ee ee , Ore . Ree Se ger ee pears gr: eee Ee ee hk 
Rises f= She cae Cee ; oe et : Be ‘Ss oon, = aan <i, he ae ee be ae Mig tO tae 
ot a ee: ee Kamas. Pies ae Sk a las feo gtk AM ot)? RR An Som iat? sone. a eee Say. TL am 
oo ere oe Eee F ide een oe : ar: a ee. eg ae > eee eek ies Dg aa Se ao 
es no of ey 3 ee a ic Lge 4 i? oe Beatie ak cee att. Meme ee k Keats a 
ae is ae ts ae ie et, eke ate ees sae FG a MS 6 ox be Ye tots Sa oe eee oats f) 
ae at Sea ot Eee ome yes BE ao ae pare Soe. Coa ron. eee hte 

eS * hee 8 Tees eagle ag : i oe mache: aoa <4 5 ca Be eke ees f - Oe a: az" 

ieee Re MN ont? wee Eo a a ee ee ae ee emer KY 
en Ne pa ae He Bet, pet, yee aeons Be Nate ee eet Rone ee 

ee > ee ae i . ie Rs at | ot pager ae ee a a 
ae ee i pad f ; >. | a Lai A = Pe cee 

5 es es We ee ‘ ee. a? eee Bo ' i, ee ae 
a : ae a ge a ee Re Raa ae ee ae es a eS ee Po 
1 oe am a Bae ate ae & eee a ore, aa eee i gn ee ee 

caaanes ee ee Mey 7 ae i “ oan Be re ere P 2 ae aoe Oe | Ss Sen ne at 

pecee Sab pu ae Me Sig ey el a Bees, iis, ey Moe hme = bee * = aa er 2 ie 3 

oo 2 ae ce Lee Rey ueipane et . “1 i is. SI aed 5 ears, jatoes  tas eee : eg ¥ 

oe ee es ER a a: E cee ne ea a a ae ere it. a eee o 
eee cee oe Ree aie ee Be ci PF oc fag ey a Oe. oe ee rs 
yee, eee el Rk Bee ‘ iS ae eigen: re. aoc ae arene 
ee) ee 0 Me ae eerie ie eee Cee oe) | eee er RO AT St en 
es (tee Peo Hy ia Pee ee Ce aS a Oe a mae 

ee en oe ee i anal Geer Pa Ae et ee ae eae Meee 
1 ee a (cae eae ls ‘ae ; os ch ee it» eam st re ae eae Partin: ht fac Gis 
3 I ots Se Oe te oF “<i aR Bree ee Pe aes Ci) ees Sie 2 eee ES aan 
eee ey Bie : Zee ae 2S Rae gem? Ge Bee asa ee E 
ar eee <. Pa an ee ee gee he aS ae =) Mee é. 
pens I ee Q pete! ts a Pict Se ee We na 
a Bice eee ber ae Se aes is a ee ic See eee, = ee ee ciara meget = gs Pac asek 
a ses ieee & os 2 i. eee ce os eee ne ee ce 
Pa EN ey Baek a f ky a See kL ee Bie ey eer S eS 
ere 2" ‘St Ae eeeeos ae me a eee ee -  iaias Seater RS cee eed. 
ig oer eae Mo Gs ax ; 4 ae. eae es eg Mena) ae a iy gene ay 
Ss bay ee oe eee ae Ws te “a ee a ee ie ee ne ea Sat 
Joy eo SO Bictae yee am a : a 3 agra eae Bros ee eee x 
Peewee Se A ed RR ee re a Rei 3 Oe ae mame Bi es comes et a od 
me oe Be aie a ae Bie: ek: ee eee eh =u eee ey 
ae a eta cee ta ae Fe kien ey ie i “5 aa ol gee eat ae By 5 e ee gl aby se ar sas* J a 
Se Ch ee eg Bey: as aoe fee! a ne |... 1 Y° | oe ae Roe 
Bae Sa see og Ree ee — i hee a oe: eee OS ee Boe a: ee te Sian 

am Po eas a mee ss Won a LA eis a. ce oe oe ee ee Zs ee of) eae Mee eer! ae eG 
Mines Sct een ey ie me See LS tema ; Re fe ee Fe mage 8 ee beens Sogo, o> 2 8s Sa acres, : wet eres Sing Ga 

oo. Sie eens ide ae ove Tahindle poet i : Be SR oct og MN RR cs a ee “San Rng eee Ra koe CA Tt. 
pioee Daa bape ee. re A Coa ce: ee ee eee ‘ACB + cine ie og ekg a oe ‘ee ree ce pears So 

Sy. ee oe aes J See ee eee Se oer. ET ee i, ares eo 
ae Pe gee | oe ae oe Nee po eee ae Dee oe ee 3 on ay ee o Bete ieee Wat - Bees Te F eS ae eS 2 ae Se ae 

Tene Bee ieee Lee aes a A ee erent ome i pee A 7 are eee See ee een co Sells iae Rae eae oe ere Fee gS Leagan ee ae bond 
page 8 : ee br Eee a ee ee ee ee ean i eee a ee ae er a q Aa Pie te ee Mh 

RY a 1 es 4 Lae Meee ee - e =e 3 fost 9 Re 4 Ae oe Pee ey ae 7 on a Bae ey ee ee bes ne ie tom bg tS ae op Seb 
Saree eee 7 oo ey eee ;: ‘ 7 : eee . bas ON, Se ae 2s ; eA eas oes! * ER a i 
ee Baa Pie # See” 4 e ; Sh ieeee os ‘fe 4 See Uy eee 

ass ise Pris! oS eee eo | Lh. a een ane a ie aid: 
eae Beet 288 2 oe eae. a P= 

em Dee oor am ees ee i i ee 1 eS 
ee Se cg i Gee asi a a is Re me HaEY 
bite Bt oe ie ae eae 
Coa ancy cee. =e © Ba : ere j oe: Soe ee ee Nite yd 
ee Beer ts foe & Geen. ef pe ee ed re Rigs _. Sa ee Ben eted 
Oe Be eee a eee Se! Pee Oke ees 
capte eaeee eae ‘a Sy See a ee she: ee ek es ee ree 
ns a za nae i eae | ha ea jc eee ws RS a 
eae te ea mee ee a : OG cs far 2 eer 0 9 igs cae am fa 
ae eh i epee Ca een in tn) ey oe te a a a 
pe he : ie 4 ages tie: a age ees a? Meurer ea 

om iste ae: a ce eee ee ny es: igs el. ye 
iy Bees § toe cee Mee 
te, a3 yee: see : eee PS 
Peyee f. 2" eee, tee rt (a, See fee gl Rog siaeea Cia tue 
7et fee i! ie ae ae oo ae i,t eee es ae ‘ 
Bie Se: eens Rea Oates Re 2: ea : eens ee a Bis Sah amet Pi zit 
Bee oe ee ae =a ee ne ee Bare sik ok > i a : 
yee, ened) pe) re ‘ See See | ae Ms Ga ities ce a eS eee ee 
Ey Bow ee es a Wee Okay Bete we gags | 
ore Gt ee a : eS ae oe a ea ie 
Pie oe ee i ; es ae ME MES. oe. 
eee oe 5 fee tc a “eee i aaa “ie s a eet oe : 
em by: hee ee |: ae me oe Fa an ee ee ei cag t 
Ro Suge) & Ye oe ee a, eee a Beer on chee 
as %...*. pyr Aegean eS aa : ieee nS 6 22 B 4) 5 Stalin ete oe eee) 
eee pe ee aye jaw! oO alte Sie Pee 5 
a ere ps ee ome fe - tae xs. i a ae “Raa. = ec ee. Se Gee 
4 fra. o! Seatac eam 4, a Be ty ? ar at * — aD " gare = 5 be 
E “orate ewes. , ae . : - Bes ithe ee eee She apne Jat 
_ pit ea Ee ee A: as Pere SNe dsd a le On a eee ia viata 
2 5 A eee oes : aes ot cane a EMMA ove fics 
ait ot a ell Eo : eS Sy wie ee ee ee 
ia oe “Me ee ees ; ewes. ey te oot a eae oe a a a 
ne : See Jae i Re ee eee ee are 
te Shy Seas feet eT; : ert mapa 3 tae aes he o8 ipa IR en i Se ER 
7. Bee ieee & Beers: ‘ a ee 4 ee ew 
pee fe ee Ss PO ey OE Se 
Be el iN oe) as Boe: + Be ge eed i eee haa ® ie i hy 
ee ee as a Va” ers ad neil 1S re ee 

ee one f Geet a an Be ee 
cere, ei Pereeeyecemes fe meee So Ce ne | oe ee Be <> SS 2 i eee ote 
Bere Sia t fae  Seeeete : At i : 2 4 eS es ~th 

ere eae ree & mee oy a, _ el ih * ee eae ta5 a 
es et eee ee ee ee Ke ae on) See 
PES ie eee ee ea ioe Me eee | 
: Tees ae ee 0 

f Soe at © pia ; ra . DOPE agse aaa 4 Sail 
i 4 : See: Bota : ae i ~ -_" eae ft, 1 ok Se a | 
Ye on aeares, pa yes. aes ant De rmem tinea ee 

rf ; aes tt =e ee er ae AIRS a ne , ee ; ee ene 
sok eee ew So boa eat gi 2. age a NS ee et 
aie AS ;  ielgh mee a Ske St eee a : “st aS areas a ke oS eS 
BERS chee Ee Pee bs ag e ee Te gs a 

i ee neue e ee oes (he eta ae a Lie fees ee ES 
= pe ra pes d Saad at Same a a a CaM, ube pel al, 

“f tee ae ees Mee 3 oY sk ot be Se aie ica pret a owas 
ae cog aa eae es ae a mes sone a 0: een [ 
a ae ee ster an. ae Be A nd © Bees Fee a i A RE oe ay 
e ee 9 mao ioe. Be ee a ee 
oi ins ie lg eee - ee ee ee ae 
fant ig eae F ne a . ee ‘a, i ae ot rib aga af ag BR i nee eh 
: a Bh Eee : i) ae ee vo 2 A Sens 
bat : oe Beer 2 oe ‘ oes a: (Ge Se ae 4 ‘ 
= ~ Be ae hg ae a Rae Nes a LS Re ee 
: a we a “ ec Mee a at : Bae hat, Sf 
; be — aa ae mi eee ae” CO TS oi ts ae 
ae ; aie a ae) - ii ae 0 IS ei ie Age ga ee 
* Ree ae en Re ee VS  atiacte ccciey TS 
—; sie. Peet se SS 
= : Pe ee “a9 Le é ge : f : Oy a Se Se eee 
i = ows oD eee ‘ BAS ; ~ “yt ; gS Ae eee 

3 ig aa ee Pie : : és - : ‘ oe "| oe Up ae gs Os ee ee 
es aes : Seah Ue : ee j = oat ae OO ee 5a 9 ee 
et i? ee |S Be ce ee : ae me a.° pie 1S Papa gee ee Saar 

Beieeg sy oe wee FE ae es. 4 hed OO, BE eee 
2 tol ee ae PEE P. * a » RB Hrtiag 5 - "ye RIMES weed ts eek 
epee 4 eS Agee Sat el Mes qe. Be ee ee 
r Os AS ee Pe eet ae. a : Ee, : PRA ee ee! 3 er. ‘ag Eo ng ee Ras S eet 
= ~ Net ree : * u ‘Sy ary : 7 ‘ j AS he oe pr 66 og te 
a Chk Aiea Pv ; i a, ve 4 5 htt Pern S| PLS SRS OE, SP it, a 
; Rete at ; Be is oy ae: J : He 9 oe, eases 4 ga i pT Se ae 2 eee a 
° Pe eae See Bee EG Craticn : Raye ! a « ee steele Y vga J a na a f ae ia AIRES Sop 
‘i See ae | Re ne - : Bek i sa ss cee " ea oe Perse te oes See ere 
re Shoe ens iar 2 or bn eS le PK: ee * 7 7 SN eae 4, ON ie ee gama — 
i ae iii as ie De age st : 2) ae ; : Ps = hse : zt oe” 2 aa HAs, 
ats aaa aaa Shas Beet on). ve ar ¥ % Roe Ps 3 & iy : F tog ca Pr ; eee ne ma. i i 
<< een on i age ed a 2% fe a ; oe 4 oe De ie 4 mtg ae ee en (Ln S ile 
% Sg oe Ort eee 1: ae a & Stee) ia es ¥ ¥. meet a Me ee Pree te eS 
* a ey aes peer ee ates. rane 7 ys, ir. —— 7 : Tee Seer errs re 
Se geass, ee ee eas i‘ ee af i* : re Nee eee iam gine ae - Ree ea gear” ME tie. 3g 
: ae teas ya = i ae 2 f : Fare : s. : - bs , -, ‘ i ane ee? Briere Me Po el: mi: 
eae te HB eae We puter AA ae nd ext oe ee ee 
at eae ss € Se eee vi x Gs 5 - Aes t é : 5 c maaet, * it a eee ee we 
: ee Sh eee tee Je oi See ae LS ha a a aoe eee eet erat Soret 
a ee: ke a i 6h ol Che ae Cane ‘ cid a “34 . : rai SP ee a ee 
“ re eet § wee i igceggR IRAS ee ! ; oS) : aM a ee ee SS 
2: On “Nl glee re g a ey aoe <4 oe é 7 = Sieade ts arch <p 
a ee Oi Ee eee ti 2 Sg ah? -€ 7 ne fee BAe mam Arcee 
| oo. ih oo ae re teat te, Bee : a 2 re ee 
=, tee _ Se Pe ay aie age Pag: |: 1D © eg ‘(Se ee a = = erga +e, ee 
Mee = ee, ie | oa =] 22 ge Rs, ri <2 7. Peat x pet oe ) r ey } a SS ae perl oA et ee pce Ep | 
"es ar Sia oie ‘gegeeme a oe aes ee 4 hie 3 oe xf , ce Se | epee ate i eS =f 
ile 2 ie ae Be ia 9 Pe 5 a ae eT Fae uo ey ae LA cd Se nh el a mi 
‘eee eS Bi oe Aer Bie by LK, ghee Se Lar is. meet Pit lls ee : as 5 Ae as eo 3 e e 
go a au < oye Sis wean os a . . Gre i a ee 
4 ee ae jae Se . ‘ — , fae ny a! } . - coe RR <cl a r 
: vey 2 Eee Sere ee ete 2 NS 5 pokes - 1 ae LE nen et 
AG Pte. Y Se, Gens ss Spe ees Gael oe . el saa ; Me ree 
ss ci yea ae) ae iat es —— edt 3 nares 5 2 Bi a “en d is See i, sy 
i. gee as oor — PAE Tay i= ; (ok oo ere ae «tee eee et 
a tie cae) fea Poids ne xi: a geting © e's ; ha gO Ci . ie c+) ous 
Ke ee ie Myf | “pret : i Digit 2 ‘ eee sens Se 
re Dy). Bie ieeesess od i oe . Kp 2 is <a s er Gee 
a ccs i oe ae ad hie  - FN a 55) aes * EN a Se eee 
Renee ee. fees on oa 2 is nei AES br ngs Ew ; ee de er eS 
PAS Ree ees bois te ar a ae oa ey * ae ak an aes ey ce dy CR 
“ Ba eat UR ce ae Ai ane, a Bae as E i ee Sas io eee 7: oe fA Se iglee vals q 
: Sei. Bee yet ek eee eae a : co See SCs cat re Ce RS ee a 
eS Ta br ee a ay J ee s $s Bre ‘ se oe Seer eee a 
oma S| ia, Ye: ee ee £ lg ha Be, to 7 hes Fo eS Goan. os Sot 
Bi a ge: ee ee : aS ° - a ie em eer 
ference Sif iS eee : ell ae 7 a ae 4 oe et See ee 
ema ieee EM, ee” page eee eS et ae ; ee) ban = | 0 kanye oe eae 
ease ee en Se eh : ee et nn i. fo ae 0 ES a ee 
paar ot 5 Pee. = 0a ES ne. res i eae aa Sa am < a oS Py ie ag 2 ea aa Bit Gee 2 rt 
ae a a YG a sieee ee res! a ee eee Pies: ee —* Oe ee a Ne accede « at ts tee 
j ae cae Pt SS ee ; : - ne pane Sere oo . SI ee 
ee ee iia ae ae ee pie ae BS rs ee Bs 
a ee a i % = ns ci 5 RSs said Be hae i “ a ey aid 
soy Sei a a . . ory a Mtoe ee 0 i i res 
Sate - Sa — 4 ec eee Wea te ee 
: k NSS oe > a 3 te ste paw Dae hee Pte SM i. “5 ake 
oe Lt rs hat Fh eae ee 
Gee EE ei ae : : : obo ays CAP et On a eS. 
PAP hay ae Oi coe ; 5 mates el ey ee heen a. ae a A is ae 
Med AUN sar ths hela, | nei a ° ‘ 28, Bay a Ge eee oe ems Os 
F ® - a2 See eee eee nus (ac ye 7 ae we wh tae elas pe OS ae * 
Pees et ea ers —_ ‘oaks a Spammers sscemmercgmmne 3 : PEAS 7 3 oe Sl eR on kes tape 
: Re Nee oe oe Be je ates, le iS ee ge Es i ae ei 
PES eae Te Re EN a eae Se eae te aes ae renee a 
; path Seiad a KD sf — pene. ome a ate } eg ante \ tage ge aie” yak f 1 ao a op) pcan a 
ee a oe A a ee Be a i —— a 
- ma ‘ * ne eae - SESSA ore corer ns Pi ata “oto a eee a 7 | Ae ‘Galle pee be 
ere 2 Se eae Se rites eee ; a Seo - a ip ee . * 2 eee ; a BE ae | ps 
ae too oa eR 2 US gh oem ee a ne a aie teh ae fee” ae eee  - Cae fac eps ee “J gee, olsen | 
Meee ES ee : me! ie eee, tos : 2 ‘5 pec acea Bret ee gees fie ail 
. Pe ie =a oo - he a re eae Age yee nn 2 Ree 2 2g Sag ESS 0S aie se ee eae ae > 
; Fumes Aa oe, : ae ‘ Bi ee eee eee eae eh eee mete ¥ 
= erat peo : gar e aa - oe < Bee sey oa (ob kia en far) i “> gear : SO Gs us ES es es oe oa 
s is z my 3 i . eS cage E Bs ole: ot OO 7 yt es ee Seat en ae ee 3 
et ily ots Pet acit ane ; pete 0 ee Bel + teeter a are 4 oe eae SND Sacaee I end ia PR ss 
Reta bi a lee om aes : eres ee io ae a ee eee eee es ee "i erril One” ote ae ae 
oe oe Ce eee eee eee 2s go: De ne Gt Sg Ss ee > eames ES a 

: Mie ae om ae ae Bae Sas roe els ‘ is Patan eget ae, 
Da Se. eae aN or ia ued ee — - Pr arn Sie et 
eg pete An Se ors eae ee ~~ Oe ee ear es ame! i ‘= ; . Ret st Agate” 

ge ee ee Se ray "OS, es aa : i . ” P BOL RN seats Fe 


a Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
J ; Trade Mark Registered 
“f Issued every Monday by Advertising Publications, Inc., 200 E. IIlinois St., Chicago |! 
“ a See , 801 Second Ave., New York (MU 6-8180), Notional Press Bidg.. W: 
. . (Re 7659). G. D. CRAIN JR. president ond publisher. $. R. BERNSTEIN, O. L. 
nt J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. 
Member Audit Bureau of Circulotions, Associated Business Publications, Mogatine 
Publishers Association, Nation! Business Publications. 


Se ABN Ra os oO 


ADVERTISING 


Advertising Director, Jack C. Gattord 

Monager Sales and Service, G. D. Lewis 

Advertising Production Manager, George 
Schmidt 


EDITORIAL 


Editor, $. R. Bernstein 

Executive Editor, John Crichton 
Ne Managing Editor, Robert Murray Jr. 
See Assistant Managing Editor, Marjorie S$. 
oN Neilson 

Lee Washington Ediior, Stanley E. Cohen 

- Feature Editor, Emily C. Hall 

Associotes: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gare, Lawrence Bernard. Chicago: 
Murray E. Crain, Jarlath J. Graham, 
te Milton R. Moskowitz, Al Stephanides 
“Ay Editorial Production, F. J. Fanning 
od Librerian, Elizabeth G. Carison 

es Correspondents in All Principal Cities. 


New York: Halsey Dorrow, James C 

Greenwood, John P. Candia, Harry J. 

_ Manning Brown, David J. Cleory 

t. 

Chicago: ©. L. Bruns, Western Advertis- 

lag Mer. J. F. Johnson, &. S$. Mansfield, 

Arthur E. Mertz, Rod H. M 

Los Angeles (17): Simpson-Rellly Lid., 
Rolly, 


1709 W Eighth St., Walter S. 
Pacific Coast Maneger 


i Market * Wins shew Smith, ue: 


Ee 


“ 1S cents ao copy, $3 a yeor, $5 two years, three years in U. S.. Canada ond Pan 
~ America. Foreign $4 @ year axtra. Four weeks’ netice required for change of address. 
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Mr. McNamara Clears the Air 


Harley McNamara, president of National Tea Co., which he de- 
scribed as “America’s 12th largest retailer,” last week blasted away 
at the notion that food stores can, or should, keep on broadening their 
lines 

Natienal Tea now carries a limited line of drug and cosmetic items, 

ye it has no intention of expanding further into non-food lines, Mr. 
WMeNamara reported. 

There are enormous untapped potentials in the food field which 
Make better sense to explore than non-related lines, he said, men- 
fioning specifically such items as bakery goods, delicatessen, self- 
Service fruits and vegetables, self-service meats, etc. 

in the kind of language which has not been heard in food store 
€ircles for some time, Mr. McNamara deplored the practice of selling 

ard goods—he mentioned pots and pans specifically—in food stores. 

e pointed out that handling of such items means slower turnover 

ind the expenditure of a lot of time and energy in trying to move 

em out of the store, In the process, he said, the food store neglects 
ms 4 S food merchandising, the foundation of its business. And the same 
- for the chain drug stores that sell everything from baseball bats 
to hosiery, Mr. McNamara said. 

Although there is little evidence that most food store and super- 

Market men will go along with his thinking, Mr. McNamara’s thoughts 
do point up a problem which has been getting serious consideration 
in food circles. That is, in essence: Are food stores to continue pri- 
Marily as food stores, or are they eventually to emerge as full-fledged 
department or general stores wearing new labels’ 
*' Our own suspicion is that the trend toward broadening lines in 
food stores is on the wane, and that a plateau has now been reached, 
from which there is likely to be, ultimately, a modest withdrawal. 
The supermarket and the self-service food store have been able to 
do a good job of merchandising certain types of non-food lines, such 
as fast-moving drug and toiletry items, because they get a great deal 
of customer traffic, that traffic moves through the 
premises quickly and inexpensively, providing a fast turnover on 
stocks. 

But, as Mr. McNamara points out, if the lines carried are broadened 
to embrace items which it is impossible to turn over rapidly, or which 


and because 


i take an inordinate amount of floor space per dollar of possible profit, 
z Ry or which require any kind of service or explanation, then the food 
¢ store loses the inherent advantages it has as a food store, and takes 
fh on the same problems that now face more usual purveyors of such 


items. Each food store must then decide whether it wants to remain 
basically a food store, or turn itself into something else. 

Our guess is that in the majority of instances, food stores will 
elect to remain essentially food stores. 


Good Cheer for Smaller Agencies 


The announcement last week that J. Walter Thompson Co. is re- 
5 signing its Seattle office accounts and closing that office is, in a sense, 
f= good news for smaller agencies. 

One of the reported reasons for the decision is the fact that conflicts 
in JWT’s long list prevented the office from taking on many of the 
moderate-size accounts in the area. And herein lies the cheer for 
smaller agencies. 

Conflicts are the most important single element which limits the 
growth of big agencies. The inability, normally, to handle more than 
one account in a particular merchandise category means that the 

’ big agency, with many accounts, automatically finds itself barred 
from competing in many areas, thus leaving the way open for other, 
and usually smaller agencies. 

AS Rising costs are making things tough for smaller agencies, but as 
4 long as competing accounts insist—as they should—on having com- 
4 peting agencies, all is not lost. 
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Advertising Age, December 1, 1952 


—Electrical Merchandising 


“Father, dear Father, come home with me now—our television set is fixed.” 


| 


What They're Saying 


| Do You Object to Standard 
| Market Data Forms? 
| Martin Burke, promotion man- 
ager of the New Orleans Times- 
Picayune, sends me a wonderful 
piece of copy entitled, “Shucks, I 
Live in a Glamor Town.” I wish I 
could print it all, but it’s four 
pages; so I'll try to give you a 
resume (which won't do it justice). 
Martin’s lament: How're you 
gonna fill out a Standard Market 
Data Form for a glamor town like 
New Orleans—or San Francisco, 
Miami, or Vancouver—that has 
been designed for somewhere in 
| the Midwest. For instance, in Mar- 
ket Guide, U.S.A., there aren't any 
steamship lines. Railroads, yes, | 
motor freight, interurban bus lines, 
airlines serving city, yes—but no 
steamships. But there are 99 steam- 
ship lines serving New Orleans... 
Martin winds up with, “Talk| 
about copy being too Madison Ave- 
nue!—I think market research is 
getting to be too darn much Main | 
Street.” | 
Your editor likes this piece, not | 
only because of the charming writ- 
| ing, but because sometimes he too 
feels a little piqued at some stand- 
ard market guide forms that cross 
his desk. In the last issue we spoke 
about markets having personalities. 
| Well, personalities don’t fit into 
| stereotyped forms. If your market 
‘is something special, then it re- 
quires special treatment, and don’t 
| be afraid to give it that treatment 
| with all the stops pulled out. 


—Newspaper Research, a service of 
the National Newspaper Promotion 
Assn., edited by Harry Rosten, re- 
search manager, New York Times. 


Maturity Makes a Difference 
When I was a boy of 12 I read 
Scott’s “Ivanhoe.” It was consider- 
ably over my head and I didn't) 
enjoy it. In later years I read it | 
again and found it engrossing. Ma- | 
turity made the difference. In fro- | 
zen foods, some items that*failed | 
when the industry was young) 
might succeed now. I was never} 
fully convinced that frozen apple- 
sauce was the “loser” it was said 
to be just because it was over-| 
produced at a time when the in- | 
dustry went through a depression. 
Then, many items took the “rap” 
because they were big in inventory 
at a time when the industry was 
vulnerable. Frozen applesauce, 


| well packed, can be superior to the | 


apricots. 


canned product and certainly saves 
time. Now I don’t mean to say 
that all past failures should be 
resurrected. Frozen baked beans 
were consigned to the dust bin and 
belong there. But precooked meals 
are by no means through; they 
await proper development and 
marketing at realistic prices. In 
15 years from now many house- 
wives may be eating catered meals 
Birds Eye has already sensed the 
trend by its recent introduction of 
a chicken pot pie. And the 10% oz. 
tin can, so successful with straw- 
berries, may well herald the re- 
naissance of retail peaches and 
Many old frozen food 
items never die; they only fade 
away—and they often make a 
comeback. 

—E. W. Williams, 


November 
Foods. 


publisher, in the 
issue of Quick Frozen 


Closer to the Source 


| ists, 


Rough Proofs 


Alden Jones says cigaret adver- 
tisers “are making a football out of 
the medical profession.” 

The doctors may finally revelt 
and refuse to prescribe even Old 
Golds. 


The Lever Bros. research cen- 
ter’s 300-man staff includes chem- 
bacteriologists, physicists, 
physiologists, pharmacists, dentists, 
dermatologists, toxicologists, pa- 
thologists, histologists and, yes, 
bakers. 

No wonder Spry is so good. 


The Farmer-Stockman describes 
its beautiful new format, improved 
color facilities and larger circula- 
tion, and adds, “Lower page rate.” 

Does this mark the beginning of 
a trend? 


Space and time representatives 
have been throwing their chests 
out just a little more confidently 
since Ben Duffy said, in accepting 
the Silver Quill award from NBP, 
“All I know I have learned from 
media salesmen.” 


A sure winner in any anthology 
entitled, “Tales of Heroism” is the 
story published by the Ladies’ 
Home Journal about the woman 
who set out to lose 160 pounds— 
and did. 


Collegiate athletic departments, 
says Dr. Allen DuMont, “feel they 
must put gate receipts ahead of 
their obligation to the general pub- 
lic.” 

Maybe the athletic departments 
have found they can’t pay their 


} 
| 
| 


bills with publicity. 
o 
“Election interest cut down buy- 
ing,” reports the world’s greatest 
advertising journal. 
But the election results soon put 


We advertising agencies and ad-| it back on the winning side. 
vertising managers need to push | 


harder to understand the control- 
ling facts in the businesses we 
work with. We need to equip our- 
selves better to know what to do 
with these facts. We need the 
daring and the initiative to fit 


essential and controlling facts in| 


proper perspective in our’ own 
plans...and to suggest basic im- 
provements to the advertiser. By 
so doing, we may arouse some im- 
patience here and there, but we 
shall inevitably gain respect for 
and increase the practical useful- 
ness of the advertising programs 
we recommend. > 
—Alien L. Billings) id 


Fuller & Smith & Ross, speaking be- 
fore the Pittsburgh Advertising Club. 


Construction Note 

News, frankly and fully re- 
ported, is the best builder of good 
public relations; publicity is a 
paint job on a situation which is 
in need of basic repairs. 

—Carl E. Lindstrom, managing editor, 


Wall St. is mighty happy about 
the verdict of vox populi, and is 
convinced that for everybody but 
the bears it was time for a change. 


In making a formal! presentation 
to Inland Steel showing the latter 
has been using its products for 50 
years, Standard Oil (Indiana) is 
erecting a shining mark for the 
competition to shoot at. 


e 
A writer in AA attempts to find 


the answer to the question, “How 
do you go up in the agency busi- 


Hartford Times, at the 36th annual 
self-adoration or self-love.” 


Vermont Social Welfare Conference, 
Montpelier, Oct. 23. 


Experienced 

As the oldest car rental organi- 
zation, established in 1760, we offer 
you 192 years of experience and 
your choice from our fleet of i50 
modern cars. 


—Advertisement of Wimbush & Co. 
Ltd., in Coming Events, published by 


the British Travel and Holidays Asan., | 
London. 


ness?” without suggesting that you 
arrange to have an uncle with a 
solid advertising account. 


Ed Weiss says the success of 
the Luxite lingerie campaign is 


due to its appeal “to one of wom- 
en’s basic unconscious motives— 


Did he say “unconscious”? 


* 
Cameron Hawley’s fine new 
novel, “Executive Suite,” will 


probably be a great success in spite 
of the fact that it doesn’t portray 
business men as fatheads, heels or 
hucksters. 

Copy Cus, 
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FIRST in Philadelphia... by an ever-widening margin | 


Now in its 19 Consecutive Year of Total Advertising Leadership in Philadelphia! 


Che Philadelphia Bnguirer 


Conetructively Carving The World's Greatest Industrial Area 
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Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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media schedule without The Elks 


Mr. Gymer Will 
Devote Full Time 
to Better Mottoes — 


CLEVELAND, Nov. 26—A Cleve- 
land advertising man has turned a 


little nonsense into a fulltime ad- 
vertising service 
In 1946, when Frederick E. 


Gymer returned here after sev- 
eral years in Detroit, he wanted 
it to be known that he was avail- 
able as a free lance advertising and 
sales promotion consultant 

To call attention to his where- 
abouts, and do it with a smile, 
Mr. Gymer founded his buffooning 
“Let’s Have Better Mottoes Assn.” 
Busy executives, he reasoned, 
would welcome a breezy, fun- 
poking letter. accompanied by a 
better-motto-of-the-month that 
would do a backspin on old trite 
sayings. 


Advertising Age, December 1, 1952 


Getting Personal 


Family and friends of Mr. and Mrs. W. R. Swartwout helped them 
celebrate their 60th wedding anniversary at a tea in Evanston, IIL, 
not long ago. Until his retirement four years ago, Mr. Swartwout 
was an executive of Bakers’ Helper (now Baking Industry), Chi- 
cago... 

There’s an innovation in the offices—newly enlarged—of Leo P. 
Bott Jr., Chicago agency head. It’s just a small room, Mr. Bott says, 
but on the door is a sign reading: “I-R-E E-S-C-A-P-E”... 

John C. Kelly, president of Kelly, Nason, has been appointed 
chairman of the advertising and public relations division of the 
New York USO Defense Fund. New York aims at a contribution of 
$2,500,000. . . 

Another milestone for Will J. Feddery, who starts his 40th year 
of selling space for the same publication—Hardware Age—in the 
same territory—Cleveland...Morgan B. Brainard, fourth president 
in the 100 years of Aetna Life Insurance Co., Hartford, is cele- 
brating his 30th year in the top spot... 

Mr. and Mrs. H. O. Stone have scheduled a motor trip to Mexico 
City. Mr. Stone is copy chief at Pacific National Advertising Agen- 
cy, Seattle. ..Bill Orthman, Pacific Slope Newspapers, Seattle, has 
been vacationing in Hawaii with Mrs. Orthman... 


Over one million mature family men, with incomes 
double the national median, want your ads to succeed |= Such timeworn nifties as “Do 
in The Elks. It is their magazine, fraternal in nature, |It Now.” “Keep Smiling” and 
national in scope, high in editorial excellence. At only | other bald platitudes were out. Mr. 
$2.14 per page per thousand, The Elks delivers a mass |Gymer distributed sardonic wis- 


market with class incomes. 
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WORCESTER! 


Christmas Club saving has 
reached a record peak 

in Worcester this year — 
where over 43,000 buy-conscious 

Christmas Club savers are being paid nearly 3 
million dollars in Christmas Club checks. 


You'll enjoy a sales and profit bonus, too — 
by consistent advertising in the Telegram-Gazette — 
the papers that guide Worcester buying. Daily circu- 
lation 153,234, Sunday 104,542. 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


WNERS OF RADIO STATION WTAG AND WITAG-FM 


| mains in the Russ Bldg. 


| WHAS, Louisville, Boosts Cline 


dom: 

“Somebody Said It Couldn't Be 
Done—So The Hel! With It,” and 
“I May Not Be Wrong, But Ill 
Bet I’m Close to It,” and “This Job 
Is More Fun Than Making Money.” 

The idea caught on. Within a 
few months, Mr. Gymer’s letters 
and cards making light of ambi- 
tion, hard work, efficiency and as- 
sorted virtues started a stream of 
responses from executives asking | 
to get on his mailing list. 

By 1949, executives of three 
business firms had been franchised 
to use Mr. Gymer’s mailings. Since 
then, 20 others have been added. | 

Mr. Gymer on Jan. 1 will cease | 
being an advertising consultant | 
and devote all his imagination to| 
creating and delivering bright | 
mottoes for an often drab world. 

Non-competing businesses whose 
sales territories do not overlap 
will be enfranchised, at $75 to 
$150 monthly, so they can pass 
along copies of the slouch-hat wis- 
dom to salesmen, friends and cus- 
tomers. 


Whaley, Cahill Form Coast 
Publishers’ Representative 
Robert C. Whaley, representa- | 
tive for Dell Publishing Co. for the | 
past 19 years and for the past five | 
years Pacific Coast manager for) 
| Dell, and Jno. (Jack) Cahill of| 
| Jno. J. Cahill & Associates, San! 
| Francisco and Los Angeles pub- 
|lishers’ representative, have 
|formed Whaley & Cahill, pub- 
lishers’ representative. The new 
company will represent all of Dell 
| Publishing Co.’s books in the 11 
western states. Other publications 
to be represented there by the new 
| organization are Food Flashes (a 
trade publication issued by Gour- 
met to grocers), Gourmet, Grade 
Teacher, Jessie DeBoth’s Notebook 
| (a food column appearing in 124 
newspapers) and Leatherneck. 
| Mr. Whaley will head the Los 
Angeles office, which is tempo- 
rarily headquartered in the Dell 
offices. Mr. Cahill will manage the 
San Francisco office, which re- 


Neil D. Cline, sales director of 
WHAS and WHAS-TYV, Louisville, | 
and later acting director, has been 
promoted to assistant director. Mr. 
Cline will assist Victor A. Sholis, 
director and v.p. of WHAS Inc., 
who was on recent leave of ab- 
sence to act as administrative as- 
sistant to Wilson Wyatt, personal 
campaign manager for Gov. Adlai 
E. Stevenson. 


2 Appoint Robert M. Gamble 

Stone Paper Tube Co., and Ston- | 
ized Products Co., Washington | 
makers of paper and phenolic im- | 
pregnated tubing, have appointed 
Robert M. Gamble Jr. Advertising, | 
Washington, to handle their ad- | 
vertising. 


SEND-OFF—Alan Garratt (left), v.p. of American Cigaret & Cigar Co. in charge of 

Pall Mall advertising, winner of the NBC golf tournament prize—a trip to Bermuda— 

cashes in on his talent. Here, William Spire of Sullivan, Stauffer, Colwell & Bayles 
bids him bon voyage in Mr. Garratt’s cabin aboard the Queen of Bermuda. 


Among the courtesies shown the editors of Punch on their recent 
trip to New York for the opening of a Punch art exhibit was a lunch- 
eon at the Harvard Club with Rauol H. Fleischmann, publisher of 
The New Yorker, as host... 

William D. Kaufman, assistant classified ad manager of the 
New York Times, married portrait artist Barbara Duncan recently 
at the Little Church Around the Corner... 

Earl Paul, who is responsible for many of today’s advertising 
jingles, is readying for publication the most ambitious work of his 
musical career: a symphonic poem, in three movements, tentatively 
entitled, “The Cycle”. ..And on Nov. 18, Terry Murray, a member of 
the research department at Doherty, Clifford, Steers & Shenfield, 
made his New York debut at a piano recital given in Carnegie 
Hall. .. 

The distinction of being the first woman member of the Greater 
Boston Chamber of Commerce Sales Managers Club belongs to 
Harriet Wilinsky, sales manager of Filene’s. . . 

Rudolph T. Kuhn, founder of the Kuhn advertising agency in 
Portland, Ore., is celebrating the company’s silver anniversary. Pre- 
vious to 1927 he was associated with the Portland office of Botsford. 
Constantine & Gardner, Crossley & Failing, and Jos. R. Gerber... 

Announcement received from KLAC-TV, Los Angeles: CIGAR 
SPONSOR WANTED. After several months of extensive prepara- 
tion, KLAC and KLAC-TV launched a new project Tuesday night 
(Nov. 12). A six pound son was born to glamorous “producer” and 
actress Ruth Roman. Director of the event is Mortimer Hall, presi- 
dent of the station. The show was rehearsed with sound at St. John’s 
Hospital in Santa Monica. Title is “Richard Roman Hall.” It is ex- 
pected the newcomer will be sustained by parents for some time... 

One of the features of the 35th anniversary dinner of the Wo- 
men’s Advertising Club of Chicago, Nov. 18, was the presentation 
of a plaque to Maxine Whitney, president of the Women’s Club of 
Carson Pirie Scott & Co., for that group’s outstanding work in the re- 
cent Get Out the Vote drive, of which the adclub’s Carole May 
(National Bureau of Fairs) was general chairman. Mabel Obenchain, 
AFA v.p., made the presentation. . . 

Carl Dozer, of Station WCAE, is the newly elected chief barker 
of Variety Club Tent No. 1 in Pittsburgh. He was made sales man- 
ager of the station in '46 after completing a tour of duty with the 
Marine Corps, and now holds the commission of captain in the 
Marine Corps Reserve. . . 

Coordinator of the national blood program donor recruitment ac- 
tivities in the Chicago chapter area of the Red Cross is J. Sanford 
Doughty, ad manager of the Container Corp. ..Walt McNiff, account 
exec in the San Francisco office of Batten, Barton, Durstine & Os- 
born, was married, not long ago, to Georgette Lockhart, a Salt Lake 
City girl... 

Honoring Mark Napier in Toronto for 25 years of service in the 
international offices of the J. Walter Thompson Co., 70 members of 
the staff attended at the presentation of a gold Rolex watch to Mr. 
Napier, made on behalf of the president of the international de- 
partment, Samuel W. Meek, by Robert M. Campbell, v.p. A. E. Ju- 
bien, secretary-treasurer, represented the Montreal office. 
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Let’s get the picture straight... 


Retailers, wholesalers and distributors know that well- 
advertised products sell fastest. 


That’s why it is so necessary that the manufacturer keep 
all his dealers informed where he is advertising ... and when 
...and how much. 


Newspapers recognized long ago how helpful they 
can be in this respect and what they could do to assist their 


national advertisers at the local level. 


Thus, newspapers invented merchandising departments; 
devised methods for giving dealers ‘the fullest benefit of the 
manufacturers’ advertising, and perfected the best system yet 
for tying sales and advertising together locally. 


Newspaper advertising staffs (comprising 15,000 trained 
salesmen) are in the best position of anybody to give local 
support to nationally advertised products. Their knowledge 
of the market and its merchants is unequalled. 
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This makes newspaper cooperation at the local level 
just about the greatest advertising asset obtainable. News- 
papers extend merchandising support as a matter of enlight- 
ened self-interest, in that it assures the greatest return from 
the advertising dollar. Nothing compares with it in effectiveness. 


Because the various local conditions are far from ident- 
ical, not all newspapers give exactly the same services. The 
ones that are available, however, are those that best fit the 
needs of the particular community. (Although in most in- 
stances these services are free, in some cases a small charge 
may be made.) 


So that advertisers may take the fullest advantage of 
this tremendous selling force, 37 newspapers are listing on 
the following pages the kinds of support available to national 
advertisers in their markets. 


For newspapers know best that all business is local. And 
newspapers know local business best. 
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Additional Merchandising he 
Services That Are Available 
In Various Cities 


Will give newspaper windows 
for display. 


Market information book. 


Year ‘round merchandising promotion, including 


blotters, sports schedules, etc. Income area maps 


and supporting data. 


Canton, O. Food Market Data Analysis available 


on request. Test City Burgoyne Grocery and Drug 


Index. 


Readership studies 


and selected surveys. 


Distribute advance advertising bulletin to 
grocery and drug trade. Furnish chain and whole- 
sale grocery and drug directory. 


Neustadt Marketing Analysis. 


*Will assist in establishing distributor contacts 


Consumer Analysis to be available for 1953. 


City-wide sampling opportunity through Con- 
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Neustadt Marketing Reports. 
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stores. Weekly Food Bulletin to Grocers. 
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Help salesman make contacts, find distributors, 
demonstrators, etc. Have sales room seating 100 
available. Provide city maps and help with hotel 
and travei reservations. 


Publish trade paper for liquor stores. Notify major 
grocers and druggists weekly of national campaigns 
to run following week. Quarterly report on liquor 
brands movement. 
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Complete market data book. Regular studies cn 
industrial expansion showing potentials of market. 
Find broker or jobber. Provide city maps. Weekly 
bulletin to advertising grocers showing manu- 
facturers’ advertising running the following week. 
Publicity in monthly drug and grocery trade papers 
promoting products advertised in our newspapers. 
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File of prospective distributors for products com- 
ing into Memphis. Research studies of city potential. 
Trade paper also covers liquor stores, beer retailers J 
and wholesalers. 
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Assist manufacturers in securing local food broker 
representation. Weekly retail trade bulletins. 


Provide City Maps. Will give display in Journal 
Star window in heart of business district. Trade 
paper also covers liquor and beer outlets. 
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Planned Merchandising Program. 
Details on request. 


v |. 


Weekly grocery shopping list in Post-Gazette list- 
ing brand names of products advertised. Tailor- 
made salesman’s portfolios containing ad proofs, 


display material, etc., for each product salesman. 
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“ Additional Merchandising 
Services That Are Available — 
In a _ | 


Market research on beer, liquor, groceries, drugs, 
automobiles and appliances. Consumer research on 
grocery shopping habits, beer brands, major appli- 
ances, magazines and newspapers. Four-way mer- 
chandising program including news of products, 
demonstrations, displays and radio. Complete 


family characteristics. 


ie 


Monthly report on sales 
of liquor and beer by brands. 


ANo liquor or beer ads. Salesman’s portfolios con- 


ee 


taining reprints, market maps, circulation break- 
down, etc. Complete market data book regarding 
population, income, retail sales, employment, dis- 

Cinaion, etc. Monthly circulation reports and re- 
rt on business conditions. Test city, Burgoyne 


ran and Drug index. 


a 


Weekly bulletins to grocers and druggists. 
Monthly Beer Sales Reports. 
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Modern-equipped auditorium, up to 150 
persons, in Post building, available. 


es. 


List food and drug products in newspaper promo- 
tion ads. Furnish list of demonstrators and private 


survey workers. 
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Annual grocery survey. 
Annual automotive parts survey. 
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Will give newspaper windows 
for display. 
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Paine St 


‘You'll sell more 


Paramount-ABC 


Products advertised in The El Paso Times Merger Likely to 


and El Paso Herald-Post reach . . . 
* 137,800 Southwest families 
© 12 counties in West Texas 
* 12 counties in Southern New Mexico 
TWO SEPARATE NEWSPAPERS—ONE LOW RATE BUYS BOTH 


Che El Paso Times El Paso Herald-Post 


A Scripps-Howard Newspaper 


vening 


An Independent Newspaper 
Morning and Sunday 


Represented nationally by Scripps-Howard General 
Advertising Department and Texas Daily Press League 


Get FCC Approval 


WASHINGTON, Nov. 26—There 
seemed little doubt here this week 
that the Federal Communications 
Commission will adopt the sub- 
stance of a hearing examiner’s re- 
port winding up the so-called 
“Paramount case.” 

FCC staff mambers have until 
Dec. 3 to file objections to the re- 
port which brushed aside all the 
objections FCC had raised to the 
merger of ABC and United Para- 
mount Theaters, the renewal of 
radio and TV licenses held by Par- 
amount Pictures Corp. and Allen 
B. DuMont Laboratories, and the 


Advertising Age, December 1, 


sale of the Balaban & Katz TV 
station, WBKB, in Chicago, to CBS 
for $6,000,000 (AA, Nov. 17). 

Until FCC acts on the report, the 
whole series of important transac- 
tions must continue to mark time. 
However, there was considerable 
hope that FCC will dispose of the 
case before the year ends. 


® Th decision, by Examiner Leo 
Resnick, was a total loss to the 
FCC staff, which had been fighting 
the merger and the renewals for 
nearly two years. The case is gen- 
erally regarded as a landmark in 
the growth of TV, clearing the way 
for the entry of huge aggregations 
of motion picture capital into the 
radio and TV business. 

With only 20 days in which to 
file objections, the staff of FCC’s 


KRON-TYV serves one of the nation’s top TV 
test markets. In number of TV sets the San Francisco 
Bay Area now ranks in ‘‘First 10”’ market group 


Bay Area y ; 


ee oe 


(6 


Of San Francisco's 3 established TV stations, you can be sure that 


KRON-TFYV consistently puts more eyes on spots because... 


KRON-TV has the market's highest antenna, providing clearest 


signal and unparalleled “Clear Sweep” coverage of the 
San Francisco Bay Area, Northern and Central California 


KRON-TYV serves the largest number of advertisers (Rorabaugh ) 


KRON-TYV offers the greatest percentage of audience... both day 


and night, and throughout the week 


(Pulse) 


KRON-TYV presents the largest number of top-rated shows — more 
than the other two stations combined (Pulse) 


pt Saturday 


daytime 


Check with FREE & PETERS for availabilities! Offices in New York, Chicago, 
Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios in the 
San Francisco Chronicle Bldg., 5th and Mission Streets, San Francisco 


SAN FRANCISCO CHRONICLE 


NBC AFFILIATE - 


CHANNEL 4 
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broadcast bureau was picking 
through the Resnick decision this 
week in search of legal flaws which 
could serve as the basis of an ap- 
peal. 

Privately, most FCC people con- 
ceded that the portions of the opin- 
ion dealing with Paramount’s re- 
newals, the ABC-UPT merger, and 
the sale of WBKB appeared to be 
unassailable, on the basis of the 
hearing record. 


®@ In the event of an appeal, FCC’s 
staff seemed most likely to attack 
the portion of Mr. Resnick’s ruling 
which concluded that Paramount 
does not control Allen B. DuMont 
Laboratories. 

From the standpoint of DuMont 
and Paramount’s future TV ambi- 
tions, the clarification of DuMont 
control is an extremely important 
point. 

At the present time, Paramount 
has one TV station (KTLA, Los 
Angeles), and DuMont has stations 
in Washington, New York and 


| Pittsburgh. 


Since FCC allows a maximum of 
five stations for any group, a rul- 
ing that Paramount controls Du- 
Mont would lhmit the two firms 
to only one additional station. 

In the event the commission sup- 
ports Mr. Resnick, however, Du- 
Mont would be eligible for two ad- 
ditional stations, and Paramount 
Pictures Corp. for four additional 
stations. 


@ The DuMont control issue has 
languished at FCC for several 
years. Late in 1948, FCC received 
a report which held that Para- 
mount dominated DuMont through 
its ownership of Class B stock, and 
its veto power over changes in the 
firm’s financial structure. 

In last week's decision, however, 
Mr. Resnick says the veto power 
is of no practical value, since Du- 
Mont has ample financial re- 
sources. He said the record shows 
that Paramount has never at- 
tempted to dominate the firm, and 
that decisions have been controlled 
by Dr. DuMont. 

In its final brief in the case, the 
broadcast bureau argued the Du- 
Mont control issue in great detail. 
Staff members were inclined to 
fee] the issue is sufficiently im- 
portant to justify further argu- 
ment. 


s The broadcasters have until Dec. 
3 to take a stand. After that dead- 
line, the case will come before the 
full commission for final action. 

In the event the broadcast bu- 
reau appeals, the commission can 
consider the protests on the basis 
of written briefs, or it can sched- 
ule an oral argument. Following 
the argument, the commission will 
prepare and issue a final decision 
in the case. 


‘Wilmington Sunday Star’ 


'Revamps; Launches Drive 


The Wilmington Sunday Star, 
only Sunday newspaper in Dela- 
ware, is moving to its new $2,000,- 
000 plant in January and will 
change its entire format and mast- 
head. It will also launch a $100,- 
000 promotion campaign to in- 
crease circulation and linage. 

Equipment at the Sunday Star's 
new plant will include an 89” page 
Hoe press capable of printing 35,- 
000 40-page papers an hour, and 
a Hoe Pancoast color press, which 
will provide color for ads and 
print color comics. The newspa- 
per’s promotion drive will appear 
in advertising business publica- 
tions, New York, Philadelphia, 
Wilmington and Delaware's state 
newspapers, Delaware radio and 
TV stations, buses and outdoor. 
Scheck Advertising, New York, is 
the agency. 


McKay Joins Southern Drug 

John E. McKay has joined 
Southern Drug Co., Jacksonville, 
Fla., as sales manager. Mr. McKay 
formerly was with American Drug- 
gist, Batten, Barton, Durstine & 
Osborn, and Vick Chemical Co., 
New York. 
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COST PER M 


The new Country Gentleman coming in February will 
not only be a more interesting and more useful maga- 
zine for readers...it will be an even better advertising buy. 


Rate per black and white page per thousand is $2.70, 
based on 2,300,000 circulation. Based on delivered 
circulation the advertising cost will be even lower. 
Already well past the 2,300,000 rate base, de- 
livered circulation by February is expected to reach 
2,425,000—bringing cost per page per thousand be- 


low $2.57. More important, the editorial program 
under way is making Country Gentleman a still great- 
er magazine of Better Farming and Better Living . . . 
full of money making, time saving ideas — fast mov- 
ing — colorful throughout! 


You can count on it! — Country Gentleman for 1953 
will be a harder hitting, more influential magazine 
with a bigger rural audience . . . and one of 
America’s most attractive advertising buys! 


HOC ountry Gentleman 
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A SPORT-MEN’S GROUP Special... 


1 MEN FOR SALE 


Today, with media costs skyrocketing and budgets in a squeeze, advertisers must select 
the most economical and efficient methods of reaching the greatest possible number of 
the “right” people. 


If you’re interested in reaching America’s great male market, you can’t afford to overlook 
the SPORT-MEN’S GROUP. 


*Based on six-time rate, B&W page, guarantee only. If you 
judge your costs on the basis of total readers per copy; 
divide this figure by 5, to get cost per thousand readers. 


Macfadden Publications, IC. 205 cos: sane street, now york 17 | 
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Compare these Costs Other Sensational SPORT-MEN’S 
MAGAZINE ihe 9 ~-sman GROUP Specials waa 


SPORT-MEN’S GROUP ooo ccececeeeeeeenee $1.76** e Wide Coverage 

EE REAR OE ERENT I 6.58** 1,350,000 guaranteed circulation. 
Boys’ ERS ER eae eae eee nee ane ewes Eten ea tts 4.53 e Thorough Readership 
ERAT Lee aie toe ee 3.69 inhipian odeedamnteibeitile 
a BRERA POTN MERE A II pete Pate Bd = nSnlee 3.61 because of books’ special interests. 
i a i a ianiitaicihoiacdinehiiiaiitaaieaciaan 3.52 

I, is-cicisuiashssescnssinilonestelbaalaleiuaetais 3.50 ¢ Great Diversification 
Te SER RTO OC eT 3.50 Sports stories, tales of true adventure, 
a ee 3.39 true crime, suspense, action! 
NIN, i picctcieckaiiiebasecsttabdoves ET AUT Ae 3.26 e High Quality 

ME scissisecissincesnirinsinpdiniani conor vsicnesainbdiininasinaantaemnanetinite 2.93 tap Miah; “aanal" water. 

Argosy Peete, sssenenccencancnncencennnnncnneccnnccenenenncnnngncnncngneegeenee 2.91 Ahetie, tadadinn, 
I III sn las ys dvisstes ido ccssabehtspanteraioes esaaagncvcanns 2.00 dupestes enadntion. 
seers Sened on guarantees 256 cover price. 


... So, if you're after America’s big male market... if you want your advertising to have wide 
coverage and thorough reader ship among a varied-interests audience... all at the rock-bottom 
cost of only $1.76 a thousand . .. SPORT-MEN’S GROUP belongs on your list. 


A Partial List of SPORT-MEN’S GROUP Advertisers : 


Camel Cigarettes Johnson Motors Fitch Hair Tonic 

Wildroot Co., Inc. Mercury Outboard Motor R. K. O. Pictures 

Miller Brewing Co. Pharma Craft Corporation (‘Ting’) Prestone Anti-Freeze 

The Barbasol Company American Safety Razor Corp. Blatz Brewing Co. 

Bristol-Myers Co. Columbia Pictures La Salle Extension University 
Chesebrough Mfg. Co. Doubleday & Co., Inc. Brown & Williamson Tobacco Co. 


1,350,000 GUARANTEED CIRCULATION 
SPORT- MENS GROUP 


SPORT » SAGA 2 TRUE DETECTIVE e MASTER DETECTIVE 
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Offices: Chicago, San Francisco 
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Display, Availability 
Influence Drug Sales 


Most, Report Shows 
New York, Nov. 25—Display 
and availability are the prime 


factors in moving merchandise, ac- 
cording to a preliminary report 
by Chain Store Age on a two-year 
study of seasonal drug 
sales patterns 

study is being conducted 
jointly by the publication, Affili- 
ated Drug Stores and the Bureau 
of Advertising, ANPA 

So far, the study has run nine 
months. A final report will not be 
released until enough data is avail- 
two 12-montk 


continuous 
tore 
The 


able to compare 
periods 

More than 200 drug stores op- 
erated by 35 chains are contribut- 
ing detailed information to the 
study. The items being studied are 
home permanent wave kits, facial 
tissues, deodorants, prescriptions 
tooth brushes and shampoos 


by-prod- 
far are 


revealing 
light so 


® Among the 
ucts brought to 
the following 
When displays of home perma- 
with- 


nent kits were reduced or 

drawn last December by some 
stores, 60° to 80% fewer home 
permanents were sold in this 
heavy-traffic month. Stores con- 
@auing their regular displays 
sh@wed increases ranging from 


30% to 110% over November 
Tooth brush sales reacted in a 
similar manner 
The study also shows that deo- 
dorants reach their peak in May 


in Most sections of the country, 


conffary to the accepted belief in| 


mefehandising circles that June is 
the best month for this product 
Mixed reports were noted on the 


effegt of the Durham-Humphrey 
AM@ndment on prescription re- 
fila This federal law requires spe- 


cifié approval from the prescribing 


physician before a 
may } refilled 


@ Some stores are showing serious 
declines in refill but 
oth@ test stores have not been af- 
fectéd to any noticeable degree 


business, 


H@liday selling also gets atten- 
tion in this study 
It}was found that when stores 


congentrated on holiday selling in 


Dec@mber, at the expense of staple 
progucts, but reestablished their 
regW@lar displays in January, vol- 


Appointed Controller 


Vietor J. Pollock has been appointed 
controller of Consolidated Engineering 
Corporation, Pasadena, Calif. He is 
one of 438.043 daily Wall Street Journal 
readers from To reach 
men who are stepping up in business, 
advertise in America’s Only National 
Business Daily. What an advertising 
medium! 


coast-to-coast 


C ADVERTISEMENT) 


| 


prescription 
| 


ume lost in the previous month 
was quickly recovered 

The study was undertaken be- 
cause similar studies in other re- 
tail fields showed that seasonal 
sales patterns differ surprisingly 
from what was once accepted. The 
drug field hopes to use the study 
in its final form as a yardstick to 
merchandising each important 
product classification. 

The preliminary report is car- 
ried in the current issue of Chain 
Store Age. 


Appoints Henry George 


Henry C. Geo: formerly as- 
Sistant director « arketing re- 
search for Libbe.-Owens-Ford 
Glass Co., Toled is been ap- 
pointed manager arketing re- 
search for Stand Oil Co. of 


Ohio, Cieveland 


Johnstone Appointed A.E. 


Claude A. Johr ne, previous- 
ly with the advertising depart- 
ment of the Rochester Times-Un- 
ton, has been appointed an ac- 
count executive a: member of 
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the creative planning department 
of Ed Wolff & Associates, Roches- 
ter agency. 


R&R Gets Part of Account 


Effective Dec. 1, Ruthrauff & Ry- 
an, St. Paul, will handle all space 
advertising and promotion on 
American crawler and _ truck 
cranes for American Hoist & Der- 
rick Co., St. Paul. These accounts 
currently are handled by Alfred 
Colle Co., Minneapolis, which will 
continue to handle the rest of 
the American Hoist account 


Ryner Heads Research 


Fred L. Ryner, formerly man- 
ager of the research department for 
Dancer-Fitzgerald-Sample, has 
been appointed director of re- 
search for the New York office of 
Sherman & Marquette. 


Barrack Joins Holmgren 

R. H. Barrack, formerly with 
Pillsbury Mills Inc. and prior to 
that with Kal, Ehrlich & Merrick, 
Washington agency, has been 
named production manager of E. 
T. Holmgren Inc., St. Paul agency. 


For the best spot, at the right time, at the right place 


me hate gt . ; “RS Belgas a Th whee fay Ne a eo ie es , ee 
attr My Sta? titer: . re et a ee! 5 aie? aie ae) eos ae ae ros Pat as be 
i oe Oe we ; sae : Me ee ci ee : i ppalotia oe ee ees oS eae = yee 
Shes es : . . ase ce ete 
“| a 
a ae... cos 
Li eo 
a _————— a es 
ia 
2 a L 
5 i ‘ 
fas Pe 
5 . A a a te estsesetenssnssnsesieseeseniieeseeeee ss ; 
He | be 
aes i, : a 
2.2 | 
: sa 
/ ae 
eo 
+ Bie 37 
~ me 1 ¥ 
* ? 5 | 7a 
bi | i” At % | 
Sy, 2 wos 
, , 
; ‘ ae } a 2 
NT ee eS ' 
i : 
et s 
ay | | 
4 
a 
- 
ae a 
— ; 
“og 
Fe t _ nt, Pee 2. “temps amen . 
f 
z. i ee 
H i" * -. 4 
il  --, = 
— bi ge ee o . ; 
— J Sa, oy . e a e e Fie te) 
“ i © e e a Py) ®e? ~ = e ad e 
‘i Pp _ ™ ‘ as ie ; 
.§ *e.e°e' i S ere 
. 2s ¢ e 
oS ~ © @.@. 1 9 Ce | 
: PO & e 
“ %, M 
— pe % —_ Fe i} 
— | . 5 4 
‘© - 
“S t ES wag. got 7 4 ‘ 
yy : 1 
"4 
% 
= E t ! 
—— | ? 
t eee 
Py pe 
late ? 
¥ 4 7 ail 
a > : 
| 
- t = 
Pa c . Be 
; : ie = eae . ~ % 
; e Ve > we ‘ i 
ae a — sels ¢ ' 
Bt Be a a 
ey a | 
sa . a. at 1 
at Seay ) 
A . - > Pie 4 : i 
Fim ) 
a) ~ A | 
ae eee: ; 
3 J BS g . | ay \ § ] ‘ 
ev : By 5 . R 
oom fay wn 4 ba | | 
cat 1 ted e ll 
| — ‘i | 
sp ee rene a. . 
? | 
ra j 
7 ' | 
" i} 
| 
1} 
if 
is PC | | 
: ' 
4 ’ 
kee 
Rae. 
a * . » - 2 3 ¢ mains — eS <i * 


Pessl Starts Record Drive 
Helene Pess] Inc., New York, 
maker of Little Lady toiletries, has 
announced what it calls “the larg- 
est advertising program in the 
history af children’s toiletries.” 
More than $200,000 will be spent 
on local television and five con- 
sumer magazines. Saul Krieg As- 
sociates, New York, is the agency. 


Names Emery Advertising 
Balmar Corp., Baltimore manu- 

facturer of flexible shaft machin- 

ery, has appointed Emery Adver- 
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tising, Baltimore, to handle adver- 
tising for all its products except 
those sold to the railroad industry. 
The 1953 promotion will empha- 
size the Strand line of shaft ma- 
chinery. 


Ackley Joins Young 


Charles Ackley, free lance copy 
and research specialist since post 
graduate work at the University 
of Washington in 1949, has joined 
Robert B. Young Advertising, San 
Francisco, as assistant to Mr. 
Young. 


BAB Names Patt, 
Goldman and Heads 


of Major Committees 


New York. Nov. 25-—John Patt 
of the Goodwill Stations and 
Simon Goldman, WJTN, James- 
town, N. Y., have been elected 
treasurer and secretary, respec- 
tively, of the Broadcast Adver- 
tising Bureau. They replace Allen 
M. Woodall, WDAK, Columbus, 


Ga., and William B. Quarton, 
WMT, Cedar Rapids, Ia. 

Named to head BAB’s two most 
important committees were Joseph 
Baudino of the Westinghouse Ra- 
dio Stations, new chairman of the 
executive committee, and Kenyon 
Brown, KWKT, Wichita Falls. 
Tex., who succeeds Mr. Patt as 
finance chairman. These selections 
were made at the annual member- 
ship and board of directors meet- 
ing here. 

William B. Ryan, president of 


than others 


Freckle-faced kids and children with measles have no 


control over their spot coverage. But national 


advertisers do! 


Today, through NBC Spot Sales you can get Radio or 
Television Spot Advertising coverage in one to eleven 


top markets. These lucrative business centers 


account for nearly 73 billion dollars of retail sales — 


or 48.2% of the national total. 


For complete coverage of the healthiest markets in 


SPOT 


Chicago Cleveland 


Los Angeles 


30 Rockefeller Plaza, 


Charlotte* 


the country, call NBC Spot Sales. 


Source: Sales Management 


SALES 


New York 20, N. Y. 


Washington San Francisco 


Atlanta* 


representing 
TELEVISION STATIONS: 


WNBW 
KPTV 
WRGB 


Washington 
Portland, Ore. 
Schenectady- 
Albany-Troy 


WNBT New York 
WNBQ) Chicago 
KNBH Los Angeles 
wPTz Philadelphia 
WBZ-TV Hoaton 
WNBK Cleveland 


representing 
RADIO STATIONS: 


*Bomar Lowrance Associates 


WNBC New York 
WMAQ Chicago 

KNBC San Francisco 
WTAM Cleveland 
KOA Denver 

wre Washington 
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the bureau, reported that its mem- 
bership now totals 690 stations, in 
addition to the four networks, con- 
tributing an annual budget of 
$626,000. 


Whitcomb to Inland Press 

H. J. Whitcomb, for many years 
a sales executive of Printing Prod- 
ucts Corp., Chicago, which is ceas- 
Ing operations at the end of this 
year (AA, Nov. 17), has joined the 
sales staff of Inland Press Inc., 
Chicago. 


| 


| NBC Appoints Gattin 

| Formerly with Kenyon & Eck- 
|hardt, Mort Gaffin has been 
|named manager of the TV promo- 
| tion unit of the spot sales depart- 
ment of National Broadcasting Co., 
New York. 


CBS-TV Appoints Hobier 


Herbert W. Hobler has switched 
from NBC-TV to CBS Television, 
New York. He is an account ex- 
ecutive in the sales department. 
| At one time he held a similar post 
j}at Mutual Broadcasting System. 


, 


‘ 


COMING UP: 
the 3rd annual edition of t 
HOUSE & cool 


BOOK OF BUILDING 
Demand is at an all-time high for 
literature listed in the 1952 edition 


of HOUSE & GARDEN’S 
BOOK OF BUILDING 


In the 1952 edition... almost double 


the amount of advertising pages car- 


ried in the first annual edition of 
HOUSE & GARDEN’S 
BOOK OF BUILDING 


And here’s why it’s your 
best buy for building products: 
4 color page $1,200, 
2-color page $1,000, 

b/w page $800 
Closing dates: 
4-color January 5, 1953, 


b/w January 21, 1953 


ON SALE 
THE FIRST WEEK IN MARCH, 1953 
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Advertising Age, December 1, 1952 


Department Store Sales... 


- Dollar Volume Running Close to ‘51 


U.S. Census 

‘ oe ABC WasHINGTON, Nov. 25—For the 

‘The APPLETON (‘cone average department store, 1952 has 
= Bg ny eo Population been a so-so year up to now. 
wisconsin offering ALL THESR ag é 83 277! Total sales through the first 46) 
SERVICES FREE! ae # Ri. weeks were less than 1% under | 
1) 70% Tie-in Guarantee! Eh Obea : 24,171 Fomilies ‘dollar intake in the same period 
® aes ee ee : o>. Suly Hiwentes, Sadho last year. It is still a moot ques- 
Seen & tae Cale nh - : . tion whether the big stores will 
yy ep : - a equal their record-breaking sales 


with pent. Creare 
v as 

Mabdit =e APPLETON Is Not in 93.2% COVERAGE RERTISING “Se of 1951. 
Béitien Now APPLETON, WISCONSIN! ‘ of the City Zone! More nee ume At the same time, the Depart- 
Aveiehiet 5” BUT THis 15—(1800 Concust TOTAL CIRCULATION a ment of Commerce and other 
ye ee sources report retail sales of all 
. cae: : kinds will be the highest in history 

cs this year. 


s There are, of course, significant 
region-by-region differences in the 
department store sales _ record. 
Store saies in the Northeast (Bos- 


PICTURE YOURSELF HERE... 
in the Great Salt Lake 
coven  \_ Intermountain Market 
WITH OVER 
1% MILLION PEOPLE 


You now realize the size of this market. Population has grown fast 


... and will grow even faster. It is the second fastest growing area in the 
nation. 
Utah, the key state, has increased 25.2% in 10 years. Metropolitan 


Salt Lake City has reached 300,000, a gain of 29.9% .. and the U. S. 
Census predicts a rise of 18° by 1960, far above the estimated U. S. 
Average. 

It is great . . . and growing. Reach it all through two fine news- 
papers with one money-saving buy. 


3 THE SALT LAKE TRIBUNE and DESERET NEWS GO INTO... 


SALT LAKE TELEGRAM 


Seat 9.6 out of 10 homes 5 out of 10 homes 9 out of. 10 homes 
ie in an in the entire in the city and 
ae Salt Lake City circulation area Retail Trading Zone 
a ° 4S SS ee : nak Sap ETRE 
ce Babe? ta ts thy . $| 


NEWSPAPER AGENCY CORPORATION-AGENT 


ae Che Salt Lake Tribune - DESERET NEWS wo 
Bi "(MORNING & SUNDAY) Salt Lake Telegram (eveninc) i 
eae REPRESENTED NATIONALLY BY: | ; 


MOLONEY, REGAN & SCHMITT, INC. 
Lo § oh % SSRRROPOUTAN SUNDAY. NEWSPAPERS 
ice ow Ge ie Heth tae Monae 3 ‘ | SRE RETA 5 eae, Oe Be 


DEPARTMENT STORE 
SALES INDEX | 


1947-49 equals 100 


Week to Nov. 15, 52* p131 
Week to Nov. 17, °51*..130 
Week to Nov. 8, '52*....118 
Week to Nov. 10, '51*..127 
Week to Nov. 1, '52*....115 
Week to Nov. 3, ’51*....121 


*Not ad adjusted seasonally. 
pPreliminary. 


” 


ton-New York-Philadelphia) aver- 


aged from 1% to 8% below those 
of a year ago in the first 46 weeks 
of 1952. However, in the South 
(Atlanta-Dallas-Kansas City) 
sales in the same period averaged 
from 1% to 7% higher than those 
of a year ago. The West shows a 
2% gain, but midwestern stores 
are lagging behind °51 by about 
2%. 

The Federal Reserve Board re- 
ported that sales nationally in the 
week ended Nov. 15 hit their high- 
est point of the year—for an index 
of 131—but were only equal to the 
sales done in the same week last 
year. The extremes varied from a 
65% gain in Augusta, Ga., to a 
9% decline in Milwaukee. 


% Change from ‘5! 


Week Ended 
| Federal Reserve Nov. Nov. Nov 
District and City 1 x 5 
UNITED STATES an OT ) 
Boston District e 3-7 % 
New Haven —3 —8 12 
Boston . - 5 —8 3 
Lowell-Lawrence 177 —5 13 
Springfield 4 —9 4 
Providence . 9 -—6 5 
New York District . “s+ -3 
Newar - § -—15 —7 
Buffalo enaianonent —10 r-—5 —3 
New York . —3 —15 —7 
Rochester _ —10 r—6 4 
Syracuse ~~ —19 r—6 2 
Philadelphia District —! —_— — 
Philadelphia .. - —1 12 —6 
Cleveland District ........ —7 —I1 0 
Akron - : —5 —10 2 
Cincinnati —17 —10 10 
Cleveland —2 —10 0 
Columbus 5 -—4 3 
Toledo —10 —9 4 
Erie —8 1 —2 
Pittsburgh —10 —1l7 4H 
Richmond District — riz —2 
Washington 4 16 —l 
Baltimore o-3 -3 
Atlanta District 1— ? 
| Birmingham 2 6 4 
Jacksonville 1 —16 —5 
Miami 11 i) 10 
Atlanta —2 -—8 5 
Augusta 33 rd 65 
New Orleans —T —5 5 
} Nashville — -i . 
Chicago District -1 -e* —!1 
Chicago —13 —15 —3 
Indianapolis —t2 —3 -—1 
troit —3 —s3 3 
Milwaukee —17 -—-8 —9 
St. Louis District . 7 o— 
Little Rock ... —5 0 3 
Louisville .............. —4 -—-5 —7 
St. ee Area .... —3 oo —6 
Memp - —12 —1 12 
IE ene ne A District - —_ —s8 8 
Minneapolis .......... 1 —7 10 
St. Paul . -—8 —12 2 
Duluth- -Superior —10 —5 16 
Kansas City District -_i r3 3 
Denver . sen —7 3 8 
Topeka o —19 233-4 
Wichita a —12 5 -—4 
Kansas City —s -3 -—4 
St. Joseph —25 8 8 
Oklahoma City 3 1 —4 
Tulsa eaneeses —5 0 16 
Dallas District ... 2 ss 8 
Dallas —§ —5 5 
El Pase —30 1 11 
Fort Worth —13 —I5 1 
Houston ‘ —§ —15 12 
San Antonio —-l7 —7 7 
San Francisco District _ ra 5 
Los Angeles Area 3 -2 6 
Downtown 
Los Angeles —7 —ll —5 
Westside 
Los Angeles 2 -—2 5 
Oakland -—3 -—2 5 
San Diego —5 —7 8 
San Francisco —20 —l1 —6 
Portland 2 0 8 
Salt Lake City 3 -—2 8 
Seattle 4 1 8 
Spokane —3 5 1 
rRevised. 


*Data not available. 


Names McKee & Albright 
Saberly Products Corp., Phila- 
delphia manufacturer of a new 
line of women’s and men’s lug- 
gage made with Fiberglas, has ap- 
pointed McKee & Albright, Phila- 
delphia, to handle its advertising. 


Appoints Judith Wald 
Judith Wald has joined the 


| Forma Art Service, New York, as 


fashion coordinator and account 
representative. 
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Some months ago we said that NB was a hot book. 
We also said neither the advertisers nor the editors make 


a magazine hot—but the readers. We had just hit 


three-quarters of a million . . . the most paid businessmen 


subscribers ever sold by any business or news 


warn” 


publication. 


arene 


my And, we added, authorities claim it takes advertisers 


* 
Pate Ree 
‘ dal ala 


at least a year to recognize a hot book after the 
readers have built the fire. 


Year's up. Here they come. . . . 
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New 1952 NB advertisers — 
and their alert agencies; 


Acacia Mutual Life Insurance Company 
Agency: J. Gordon Manchester 
American Automatic Typewriter 
Agency: Frank C. Nahser, Inc. 
American Trucking Associations, Inc. 
Agency: J. Walter Thompson Company 
Art Metal Construction Co. 
Agency: Morey, Humm & Johnstone, Inc. 
Associated General Contractors of America, Inc. 
Agency: Lewis Edwin Ryan, Inc. 
Bank of America 
Agency: Albert Frank-Guenther Law, Inc. 
Bastian Brothers Company 
Agency: Hart-Conway Company, Inc. 
Bay West Paper Company 
Agency: Klau-Van Pietersom-Dunlap Associates 
Borg-Warner Corporation 
Agency: Rogers & Smith, Inc. 
Celanese Corporation of America 
Agency: Ellington & Company, Inc. 
Chesapeake & Ohio Railway Company 
Agency: Robert Conahay & Associates 
Credit Union National Association 
Agency: J. Walter Thompson Company 
A. T. Cross Pencil Company 
Agency: Knight and Gilbert, Inc. 
Davidson Corporation 
Agency: Marsteller, Gebhardt and Reed, Inc. 
Design, Inc. 
Agency: Krupnick & Associates 
Elliott Addressing Machine Company 
Agency: H. B. Humphrey, Alley & Richards, Inc. 
William A. Force & Company, Inc. 
Agency: Philip |. Ross Company 


tra la, 


General Electric Air Conditioning 

Agency: Kenyon & Eckhardt, Inc. 
Georgia Dept. of Commerce 

Agency: Crawford & Porter Advertising, Inc. 
Gummed Industries Association 

Agency: Geer, DuBois & Company, Inc. 
Ilg Electric Ventilating Company 

Agency: Howard H. Monk and Associates 
Ingalls Iron Works Company 

Agency: Parker, Luckie & Associates 
Insurance Co. of North America 

Agency: N. W. Ayer & Son, Inc. 
International Steel Company 

Agency: Keller-Crescent Company 
Jasper Office Furniture Company 

Agency: Keller-Crescent Company 
Kentile, Inc. 

Agency: Ruthrauff & Ryan 


Libbey-Owens-Ford Glass Company (Mirropane)— 
(Distributor Relations) 
Agency: Fuller & Smith & Ross, Inc. 
McCaskey Register Company 
Agency: Huffman and Company 
Marsh Stencil Machine Company 
Agency: Krupnick & Associates, Inc. 
Glenn L. Martin Company 
Agency: VanSant, Dugdale & Company, Inc. 
Massachusetts Development & Industrial Com. 
Agency: Bernard F. Ostreicher, Advertising 
Joshua Meier Company, Inc. 
Agency: Randolph & Elliott 
Modine Manufacturing Company 
Agency: Klau-Van Pietersom-Dunlap Associates, 
Inc. 
National Realty and Investment Company 
(Drake Hotel) 
Agency: Grant Advertising, Inc. 
New England Mutval Life Insurance Company 
Agency: N. W. Ayer & Son, Inc. 
State of New Jersey 
Agency: United Advertising Agency 
Oklahoma Planning & Resources Board 
Agency: White Advertising Agency 
Olivetti Corporation of America 
Agency: Caples Company 
Pitney-Bowes, Inc. 
Agency: L. E. McGivena & Company, Inc. 
Railway Express Agency 
Agency: Robert W. Orr & Associates, Inc. 
Rilco Laminated Products 
Agency: Alfred Colle Company 
Royal Typewriter Company, Inc. 
Agency: Young & Rubicam, Inc. 


tra, la 


Sikes Company, Inc. 

Agency: Lloyd Mansfield Company 
Steelcote Manufacturing Company 

Agency: Wesley K. Nash Company 
Surface Combustion Corporation 

Agency: Beeson-Faller-Reichert, Inc. 
O. A. Sutton Corporation 

Agency: Lago & Whitehead, Inc. 
United Business Service 

Agency: Albert Frank-Guenther Law, Inc. 
United States Stee! Corporation 

Agency: Batten, Barton, Durstine & Osborn, Inc. 
Vogel-Peterson Co. 

Agency: Ross Llewellyn, Inc. 
Washington Properties, Inc. 

(Carlton-Wardman Park Hotels) 

Agency: Admasters Advertising, Inc. 
Wassell Organization, Inc. 

Agency: Publication Services, Inc. 
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FOR THE BEST WESTERN FARM MARKET 


COVERAGE USE THE CROW TRIO 


a The CROW TRIO offers the best and most versatile farm coverag: 

ever offered. BEST because through the CROW TRIO you reach top income 

farmers of the West's major farm markets—most versatile because there 

ure no restrictions on subject or size of copy or months of insertion. 

M& The CROW TRIO, made up of FARM MANAGEMENT, WESTERS 

DAIRY JOURNAL and WESTERN LIVESTOCK JOURNAL, also offers an 

economical buy for small as well as large space advertisers. Before you plan 

your 1953 advertising campaign, be sure to investigate the CROW TRIO. 

For complete information, call or write one of the following: 

Herman ©. Schimpff, Advertising Manager, Crow Publications. 

Lox Angeles 58, California 

IN THE EAST 

Peck & Billingslea, Chicago, Billingslea & Ficke, New York 

iN THE WEST 

T MceDonald-Thompson Company — San Franciseo, Los Angeles. 
Seattle, Dallas and Denver 


Advertising Age, December 1, 1952 


S. C. Baer Co. Adds Two 

William T. Cordes and Robert 
Bluestein have been added to the 
staff of S. C. Baer Co., Cincinnati 
agency. Mr. Cordes will be in the 
art department. Mr. Bluestein, for- 
merly in retailing and wholesaling 
in Cincinnati, will be in the pro- 
duction department. 


Rejoins ABC in Hollywood 
Jerry Ross has returned to} 
American Broadcasting Co. in Hol- | 
lywood as publicity directer for, 
radio and television, after com- 
pleting a 17-menth tour of duty} 
with the Air Force. He has been | 
with the network in Hollywood 
since 1947 and was prometed to his | 
present post in January, 1950. 


Ad Bureau Names Lemcoe 

Eugene J. Lemcoe, advertising 
director of the Houston Post, has 
been appointed a member of the 
plans committee of the Bureau of 
Advertising, ANPA. He succeeds | 
J. R. Williamson, Little Rock Ga- 
zette, who has resigned. His term 
expires May 1, 1954. 


SEARS new 


Miami Disc Jockey 
Shows WOR Statt 


How to Sell Time 


New York, Nov. 26—Disc jockey 
Bunny Roberts is quite a sales- 
man. 

A few menths ago he waiked 
into Don Hamilton’s office at 
WOR, introduced himself to the 
program manager and asked for a 
job. He explained that he was a 
Miami recerd spinner who had 
come up to have a try at radio in 
the big city. 

Referred to the sales manager, 
Bill Crawferd, Mr. Reberts de- 
scribed his work in Miami over 


| WKAT and WWPB. He related the 


story of how he told the sales de- 
partment at the latter station that 
he would like to start with 12 
sponsors and then proceeded to go 
out and sell that many in a day. 


8 If he could do as well at lining 
up New York advertisers he could 
have an early morning time spet, 
Mr. Crawford told the Florida disc 
jockey. In two days Mr. Roverts 
was back with promises from 11 
sponsors, and WOR had a new 
employe 

A few days later the station put 
him to work six days a week from 
1 to 2 am., EST. His broadcast, 
calied the “Bunny Roberts Show,” 
is a mixture of his pet brand of 
philosophy and humor, original 
poetry and an occasional record. 
There are riddles and quizzes to 
amuse the home audience and 
clubs for special groups of listen- 
ers. The “We Who Work at Night 
Club,” for example, gives helpful 
hints on what to eat fer breakfast 
at 11 p.m. and tips on how to stay 
awake on the jeb at night and go 


| 


MULTI-MILLION DOLLAR STORE | 


| 
| 


To keep pace with the growth of the city and county, Sears has | 
expanded its San Diego retailing operation by providing a shopping 
headquarters that will measure up to the finest of the company’s 
properties anywhere in the nation, according to Manager S. A. 
Epstein. The new Sears store has 1300 employees — 700 more than 
at the old location. The year ‘round air-conditioned building contains 
193,000 square feet — three times more than at the former location. 
Modern parking facilities accommodate 8000 cars daily. “Our just 
completed store,” says Epstein, “brings to full realization plans which 


have been more than seven years in the making by the company. We 
have complete confidence in the sound economic future of San Diego.” 


IMPORTANT CORNER 


7 
‘ 


SAN DIEGO 
CALIFORNIA 


IN THE U.S.A. 


San Diego Union 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


to sleep at 9 o'clock in the morn- 
ing. 


|@ Mr. Roberts’ current advertisers 


—mainly retailers to whom he 


|sold the time directly—include 


Nash Freeman Corp., distributor 
for Nash automobiles. and two 
Nash dealers—Dan'’s Auto Mart 
and DeSales Metors; Savoy Paint 
& Wallpaper Corp.; General Diaper 
Service; Charles D. Strong Inc., a 
storage company; Astoria Tire Co.; 
Unexcelled Laundry System; 
Broadway Maintenance Corp., and 
the Bowlevard, a nightclub. 

The salesman-entertainer still 
has something to shoot for, how- 
ever, since his program is not yet 
sold out. 


Durkee Boosts Weber to A. M.: 
Forms Two Major Divisions 

Elmer L. Weber has been pro- 
moted to the new post of advertis- 
ing and merchandising director for 
Durkee Famous 
Foods division of 
Glidden Co, 
Cleveland. Mr. 
Weber formerly 
was” advertising 
and sales promo- 
tion manager of 
Glidden Co., and 
was named man- 
ager of the Nor- 
walk, O., plant in 
1948. 

Nestor B. Betz- Elmer L. Weber 
old, general sales 
manager of the food package prod- 
ucts division, has been named gen- 
eral manager of sales and opera- 
tions of the newly formed eastern 
division. Richard J. Hauer, former- 
ly sales manager of the Durkee 
division in Norwalk, has been pro- 
moted to manager ef the new 
southeastern division at Macon, 
Ga. 


Pearson Heads Media Dept. 

Edward H. Pearson, formerly 
with Beaumont & Hohman, San 
Francisco, has been named to head 
the media department of Dancer- 
Fitzgerald-McDougall, San Fran- 
cisco. 


Drops Finland House Account 

Don Harrington Associates, New 
York, has resigned the account of 
| Finland House, New York. 
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Outdoor Advertising brings 
point of shopping emphasis 
to your message day after 
day—at exceptionally low cost. 


CENTRAL OUTDOOR ADVERTISING COMPANY, INC. 


CINCINNATI 
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WHEN YOU WANT TO REACH THE MANAGEMENT 


consider these 


] On three separate occasions over an 
eight-year period, three different research 
organizations have asked the president of 
every company listed in Poor’s Register of 
Directors and Executives this one question: 


“What one magazine do you consider 
most broadly useful to you as a man- 
agement man in business?” 


In 1944, Ross Federal Research Corporation 
reported Business Week first with 28% of the 
mentions .. . in 1950 Crossley, Inc., and in 
1952 Erdos & Morgan Research Associates 
reported Business Week first with 34% of the 
mentions, 
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Business Week regularly publishes more 

important business news than any other 
general, general-business or news magazine. 
(Reader’s Guide to Periodical Literature: 60 
subjects of primary importance to manage- 
ment men, 1945-1951). 


* * * 7 


Here are FACTS on which you can 
base your advertising decisions. Facts 
that indicate the full measure of 
Business Week’s ability to develop 
broader sales markets for business 
and industry. 


BUSINESS WEEK 


330 WEST 42nd STREET, 
NEW YORK 36, N.Y. 
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A McGRAW-HILL 
PUBLICATION 
3 Business Week is sold only at full subscrip- 
tion prices to men at management levels in 
business and industry. Every subscriber is 
identified by position and type of business — 
assuring you maximum management cover- 
age for your advertising dollars. 
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MEN WHO SIGN THE ORDERS 


facts: 
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of every Company listed in Poor's Register 
) of Directors and Executives—1952 


STUDY CONDUCTED BY ERDOS & MORGAN RESEARCH ASSOCIATES, APRIL, 1952 


I ei ree pie QUESTIONNAIRES MAILED, 4,517 RETURNED) 


BUSINESS WEEK 1,515 


The Most Useful Magazine to the President 
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U.S. NEWS & WORLD REPORT 930 
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FORTUNE 294 


NEWSWEEK 131 


3% 


NATION’S BUSINESS 120 3% 
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Popcorn Men 
Plan Unified 


Ad Promotions 


Beloit Producer Will 
Market Green Popcorn; 


Processors Assn. two years ago and 
was made again during the con- 
vention at a meeting of the Pop- 
corn Institute, which is backed by 
processors. 


® The idea, according to Mr. Sulli- 
van, is that the processors repre- 
sent the narrowest point of distri- 
bution, the point from which all 
segments of the industry obtain 
their corn. By incorporating the 
tax into the price of corn at this 
level, all segments will be support- 


on a permanent basis. The insti- 
tute, which was started last May, 
had been regarded as an experi- 
ment. 

William E. Smith, a representa- 
tive of the institute, says the proc- 
essors involved in the organiza- 
tion control a majority of the total 
volume of raw popcorn production 
in the U.S. He adds that the work 
by the institute thus far has pro- 
duced a “tremendous amount of 
publicity on a minimum budget.” 


Advertising Age, December 1, 1952 
were $375,000,000 and that they|ried popcorn. Now, seven out of 
will amount to $400,000,000 by the | 10 of these stores carry it. Some 
end of this year. For 1953, the in-| 17,000 accounts are contacted 
dustry is setting its sights on a) | weekly by the company’s salesmen. 
$500,000,000 peak. 
le Under the program, spots were 
® Most advertising being done by | bought on five local radio stations 
manufacturers covers only their and three television stations. All 
own local markets. Some of these| the outdoor advertising was con- 
manufacturers, according to Mr./| verted to popcorn. 
Sullivan, have fairly extensive} Point of sale material was dis- 
programs. tributed to stores, heavy gauge silk 
For example, he cited Special screen signs were hung on subur- 


It Contains Chlorophyll 


Cuicaco, Nov. 25—The popcorn 
industry currently is 
first steps toward unification by | 
backing an industry-wide public} 
relations and advertising program. 

The announcement of this move 
was one of the highlights of the 
8th annual and 4th international 
Popeorn Industries convention 
here, along with chlorophyll pop- 
corn 

Dell Food Specialties Co., Beloit, 
Wis., displayed chlorophyll-coated 
popcorn, the first time the popular 


green stuff has been used in this) 


food commodity. It expects to have 
the new product on the market 
soon, 


®s Here is how the picture stands 
at the moment: 
First, there appear to be two 
main attempts to get an industry- 
ide advertising and promotional 
ipaign under way by two major 
ments of the industry—the 
nufacturers and the processors. 
Becond, these movements are 
UWecoordinated but both segments 
® hopefully looking forward to 
Siaing the entire industry into 
th® program on a unified partici- 


on basis 
ere is what has and is being 
dane. 


@ At the convention, the manufac- 
rs appointed a committee to 
means of broadening the base 
@f the association. The manufac- 
rs hope to make it an inter- 
onal organization with all seg- 
ts of the industry in it on an 
@g@ai participation and voting 
basis 
Meanwhile, to get an advertising 
prégram started, the manufactur- 
erg have proposed that a tax of 
10@ per 100 lbs. of raw popcorn be 


taking its | 


xsed at the processing level. 
oo J. Sullivan, executive | 
v.p. of the National Assn. of Pop- | 
a. Manufacturers, says such a} 


Proposal was made to the Popcorn 


WILL 


YOUR NAME 


BE REMEMBERED? 


Yes — with friendship 
end esteem, tor a long 
time, if you place your 
name and business on 
a Gits Quality Plastic 
Product. The cost is 
smal! — the value high 
You have o wide selec 
tion of items to choose 
from, ranging from 
$3.00 per 1,000 to 
$10.00 per item 


+¢3Y 


| of Gits Quality Plastic Items. 


| COMPANY... 
| ADDRESS 
| city 


1 We sel! () direct to consumers, O Lemuman 
i © deolers, (1) manufacturers, () 


siniaiiaiaaiaiaicamaaael 


To mm = GITS MOLDING CORP. eyo 
ae W. HURON ST., CHICAGO 44, mu. | 
Please send me cotalog ond price list 


NAME 


LONE... STATE 

C) Please also send suggested woys for 
using Gits Advertising Specialties and 
Novelties. 

Our business is 


ing the program on 
| basis. 

He says there are some 150,000,- tising program to 
000 lbs. of popcorn produced an- 


nually, 


stitute 


processors 


and consumption is in-| based on a Department of Agri- 
creasing every year. Thus he esti- culture 
mates that some $150,000 could be with its 
raised by this method to support has more food energy value than this year as a result of two con-| Seattle, and Old Vienna Products 
a promotion program. 
At a meeting of the Popcorn In- Mr. Smith says. 


approved a 
hundred weight levy which at this the public likes popcorn and that the nutritional story. 
time will not be passed on to the 96% 
industry. The processors further It is estimated, he says, 
approved setting up the institute | industry’s total gross sales in 1951 by 


Foods Co., Chicago, which makes ban parking meters and an ex- 
an equal ® The manufacturers hope to gear Jays potato chips and popcorn. The | tensive training program for the 
their public relations and adver- firm this year has had a budget company’s salesmen was under- 

the nutritional in excess of $100,000. Its agency is | taken. 
he says. This is Olian & Bronner. Mr. Sullivan says that other 
According to Bob Ross, Olian| firms—Red Wagon Products, Min- 
account executive, Special Foods | neapolis; King Cole Foods, South 
first pushed popcorn in a big way| Portland, Me.; Harlan Fairbanks, 


value of popcorn 


statement 
11.4% protein 


that popcorn, 
content, 
96% of the 1,281 identifiable foods, secutive years of bad potato crops, |Co., St. Louis—have similar local 
which would have doubied the| market ad programs. 
Further, Mr. Sullivan reported, price of the company’s chips. Pop- 

surveys have shown that 92% of corn was emphasized, instead, with) s Further support of popcorn as 
a food, he says, has come from the 
When the ad program started, American Dental Assn. At this 
that the only two out of ten stores visited group’s 84th annual winter meet- 
each of Jays’ salesmen car- ing in connection with National 


the convention, 
lle¢ per 


of all U.S. theaters sell it. 


447 ME 
PUT A CASE OF 


LET ME 
PUTA CASE OF 

Htén bare 
(W YOUR cae 


* 

Tea OFF uP” 
“| GARD 7) CASHIER 
‘ 


Hicw Leet 
(WYOUR Cae 


a How to 


Last year we made a supermarket display 
for Miller's High Life Beer... .nearly life- 
size figure of Handsome Harry, the grocery 
clerk your wife likes to do business with... 


Handsome Harry, fitted into the end of a 

beer carton, made a counter display. On a six 

case foundation, he became a floor stand. 
Handsome Harry had a real idea. A small 

cartouche above his shoulder read “‘Let me put 

| a case of Miller's High Life Beer in your car.” 

.-.His raised right hand held a pad of small 

| 

J 

j 

; 


. eo: 
Lh mm TE 


BEER 


HIGH LIFE 


BEER 


Oiler 2 M4 LIFE 


slips on which was printed “‘ Tear off slip—give 


lo cashier.’ Underneath this injunction, the 
slip read “Please put a case of Miller's High Life 
Acircle in Harry’s lowered left hand 
carried the case price. 


inmycar.” 


Combining product display, suggestion, 


service and price, Harry was a big hit in the 
supers, made it easy to buy a case of beer; and 
pleased the Miller people too. 


Bs miami, Fla. in the winter time, it is no 
secret that a lot of beer goes down a lot of 
gullets. Hot and thirsty visitors, away from 
home, usually bypass brand consciousness for 
any brew that’s cold, wet, and on hand. 

Display sells more beer than pretzels and 
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| popcorn was among the products 
recommended as being not injuri- 
ous to a child’s teeth. 

If and when the manufacturers 
association gets its program under 
way, one of the first aims will be 
the production of a movie depict- 
ing the “romance” of popcorn. 

The group also hopes to expand 
its foreign markets. There are 
members in the association now 
from Canada, France, and the 
Union of Squth Africa. Mr. Sulli- 
van calls Canada a particularly 
undeveloped market. 


8 That the industry can use a co- 
ordinated program, Mr. Sullivan 
says, is highlighted by the success 
of an ad by the retail divisions of 
Morton Salt Co. and Wesson Oil 
Co. during the recent Popcorn Fall 
Festival. During this festival, 
which is now drawing to a close, 
Wesson and Morton have spent 
$500,000 through their agencies, 
Fitzgerald Advertising Agency and 
Needham, Louis & Brorby, re- 
spectively. 


Children’s Dental Health Day, | 


Advertising Age, December 1, 1952 


Morton’s phase of the program | 
included more than 3,000 24-sheet 
posters in full color, full-color 
pages in Ebony and Life, 70-line 
ads in more than 850 newspapers, 
a half-column b&w ad in Good 
Housekeeping, and dealer news- 
paper tie-ins. 

Wesson’s phase included full- 
color ads in Better Living, Every- 
woman’s, Family Circle, Parade, 
This Week Magazine, Western 
Family and Woman’s Day. 

Both organizations tied in with 
half pages facing each other in 


\full-color in the Ladies’ Home 


Journal and Better Homes & Gar- 
dens. The program also included 
radio and TV spots, which will 
run until December, tie-in chain 
store promotions and articles in 
Look and Quick, 


Centaur Studios Expands 
Centaur Studios, Kansas City 
advertising art service, is expand- 


TESTING IN CHICAGO—James McPherson (left), Cummings, Brand & McPherson 

Advertising Agency, points to a new bus car card which his client, Max Horwitz 

(right), president of Arthur Beck Co., Chicago, is using in a Chicago test of the 

medium. It’s said to be the first full showing of bus cards used for a low-price 
housewares line in a major market. 


Guild Films Names Tyler 


formerly general | 


H. J. Tyler, 


| Named by Benton & Bowles 
Arlene Koch has been appointed 


ing its operations to include photo- manager of KFI-TV, Los Angeles, | time buyer for the Procter & Gam- 


graphic illustration with the open- has been named West Coast sales ble Co. 


ing of new offices at Linwood St. 
and Broadway. 


account at Benton & 


director for Guild Films Inc., Los Bowles, New York. Her former 


Angeles. 


title was assistant time buyer, 


——> 


cr 


a -- 


}) Miami outlets. 


Harry, Mr. Davis made hay! 


peanuts, all the brewers battle for display in 


i High Life is a premium beer, didn’t get 
| enough of the seasonal down-draft to satisfy 
Harold Davis, who is the Miller distributor 

in Miami. Mr. Davis, however, 
}} man with an idea, and also partial to 
the personal touch. With Handsome 


LON NT ON 


eee S 
‘ 


~ 


aS 


Photographs of faces of Miami dealers mounted on the Miller High Life Beer display 


In justice to himself, the dealer naturally 
had to put High Life up front. The customers 
commented, congratulated, and bought. 


is a fast 


| use your head-— 
| «zazand other people's, too! 


—did he make friends and influence dealers! 


In stores where the normal quota of 
eight High Life cases on display was 
doubled, sales 

With two to five times the usual 
display, sales spiraled. The overall 


s rose 25°, to 80",,. 


in the public eye or Winchell’s 
column, has to have a hold-up or ~ 


Tie BEER vendor does not bask 


commit murder to get his name in the paper. 
So Mr. Davis decided to make Handsome 
Harry a personal production. 


Some days later, a photographer called on 


Joe Doakes, High Life dealer, and offered to 


F increase was 54°, putting High Life 
m: near the top in Miami. Thirty-seven 
new dealers got in on the act. 

And many of these dealer pictures 
were still standing this past summer! 


Is rue direction of Mr. Davis, we make 
a low bow, as a man who knows how to use 
displays even better than we do! 


the picture was front view, full face, and same 


| Einson-Freeman Co., Inc. 


Dealers-helper lithographer 


Starr & Borden Avenues, Long Island City, New York 


. take his picture for free, compliments of the 
} i Miller distributor. By a strange coincidence, 
. 

ral 


camera angle as Handsome Harry’s. 

From an oversize print, the Doakes visage 
was cut outand pasted over Handsome Harry’s. 
: When one of Mr. Davis’ emissaries brought 

i around new High Life display featuring the 
fascinating but little-pictured phiz of Doakes 


Mr. Harold Dai 


and a fri 


Two ideas, of course, are always better than 
one. However, if your display originates with 
Einson-Freeman, 


you can be assured that it 
starts with at least one effective selling i 
..And to make sales is our simple ak 
idea of the function of display. & ' 
Like to see some samples 
of EF displays? ae ; 


wire, or write... 
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_New Lincolns Get 
Big Introductory 
Push Next Week 


| Detroit, Nov. 28—The Lincoln- 

Mercury division of Ford Motor 
Co. will support the announcement 
| of its 1953 line of Lincoln passen- 
|ger cars with intensive introduc- 
tory advertising and a larger fol- 
lowup campaign than usual, ac- 
cording to Robert F. G. Copeland, 
| advertising and sales promotion 
manager. 

“First complete information will 
come in newspapers the afternoon 
of Dec. 1 and the morning papers 
of Dec. 2,” he said. “In all, 1,285 
newspapers in 946 cities will be 
scheduled. The ‘Toast of the Town’ 
show, telecast now in 44 markets, 
will carry ‘build-up’ commercials 
of the new Lincoln on Nov. 30. 


® “The first of a series of personal- 
ized special direct mail literature 
will go to approximately 300,000 
pwners of late model cars during 
announcement week. And shortly 
after the first of the year, Lincoln's 
most consistent magazine adver- 
tising program, using both spreads 
and pages in full color, will get 
under way in a diversified list of 
leading publications.” 

Over and above factory adminis- 
tered programs, the Lincoln-Mer- 
cury dealer advertising committees 
across the nation plan special s 
plementary advertising activi ‘2 
on a localized basis. Dealers also 
will have the most complete @s- 
sortment of literature and other 
merchandising aids yet made 
available at a new model introdde- 
tion period, it was said. ; 


Kiwi Has New Agency Again 
The American division of Kiwi 
Polish Co., Melbourne, Australfa, 
has appointed N. W. Ayer & S@n, 
Philadelphia, to handle its 
count. This account has been q 
active in the past few mon 
Originally with Duane Jones 
it went from there to W. 
Bothwell and when that age 
merged with Geyer Advertis 
recently, the account went al 
where it has been until now. 


WFPG-TV to Bow Dec. 20 


Dec. 20 will be openin 
for WFPG-TV, Atlantic City” N. 
The station, which will be rep 
sented by John E. Pearson Co., 
carry shows from all four n 
works. WFPG-TV will be the f 
ter outlet to go on the air in the 

as 


GaN ees SF 


| WALTER SATTLER, 
Lil “7 
concentrate 
J 
| is a verb, too! 
| 
| As in, “Wise advertisers 
| concentrate on  news- 
papers.” Seldom used now, 
however, since the advent 
of frozen juice concen- 
trates, as in Snow Crop. 
But they’re not seldom 
used. Far from it! Seems to 
us we see more and more 
cans of your seven fresh- 
fruit thirst-quenchers mov- 
ing into home refrigerators 
and freezers each week. 
Could the fact that most of 
|| your Cincinnati advertis- 
ing is in the Times-Star 
have anything to do with 
| the situation? 
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Promotes McGee to A.M. 

J. A. McGee, supervisor of space 
advertising for Trans-Canada Air- 
lines, Montreal, has been promoted 
to advertising manager. Mr. Mc- 
Gee formerly was associated with 
the Vancouver office of MacLaren 
Advertising 


Randall Leaves Travelers 

Jesse W. Randall, president of 
Travelers Insurance Co., Hartford, 
will retire on Dec. 22. J. Doyle 
DeWitt, v.p. of all four companies 
of Travelers since 1950, and Mr. 
Randall's assistant since 1945, will 
succeed him 


4 74" in RETAIL SALES 


among Sales Management's 
162 Metropolitan Areas 


of the Quad-Cities among the 162 
standard metropolitan areas. Now 
in 74th place for retail sales volume, 


t the Quad-Cities continues to grow. 


f Steadily increasing is the standing 


And growing with the community 
for over 25 years, WHBF is a power- 
ful influence in the homes of over 
240,500 Quad-Citians—quality people 


who buy quality goods—yours in- 
cluded, if you so desire 


les Johnson, V.P. and General Mgr. 


ce et a mee 
ee eS ee ee 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Knode!l Inv 


~~ 


| of service 


Some Ticket Agent 
Ads Will Soon Get 
Crackdown by FTC 


WASHINGTON, Nov. 26—-The Civil 
Aeronautics Board announced to- 
day that it is preparing to crack 
down on ticket agents who mis- 
represent the kind of air service 
they are selling. 

In a special warning, the board 
said it is already preparing a num- 
ber of cases and that other ticket 
agents are being put on notice that 
the board is alarmed over trade 
practices in the ticket business. 

Civil Aeronautics Board point- 
ed out that Congress recently 
strengthened sections of the law 
governing trade practices of ticket 
agents. The board is authorized to 
levy fines for violation of the law. 

The most frequent offenses, CAB 
said, consist of price cutting and 
rebates. Other offenses include 
misrepresentations about the kind 
and contract arrange- 


ments. 

The rules “were adopted primar- 
ily for the purpose of protecting 
the public from abuses and decep- 
tions by ticket agents and they also 
afford some measure of protection 
for ticket agents from unfair meth- 
ods of competition of their com- 
petitors in this field,’ CAB said. 


Issues Management Booklet 


Barrington Associates, 230 Park 
Ave., New York, management con- 
sultant, is issuing a brochure 
called “64 Key Questions for Top 
Management.” It covers products 
and prices, finance and control, 
selling, engineering, manufactur- 
ing, personnel, legal and public 
relations. Copies are available on 
request. ° P 


Appoints Meyerteld A.M. 

Milton C. Meyerfeld, formerly 
western division sales promotion 
and advertising manager for 
Schenley Industries Inc. in San 
Francisco, has been named adver- 
tising manager of Acme Breweries, 
San Francisco. 


~The sweet buy-and- buy 


Serving, More than 
34-million Farting ~opy 


fo yo BUY 


AS here — with 3%-million families like these ! 


F YOU'RE sales-minded, you'll find a valuable difference 

between Better Homes & Gardens’ 3)2-million readers—and 
those of the other two biggest man-woman magazines. 
They read BH&G differently. They don’t merely skim it through 
for a picture that stops them or a bit of fiction to amuse them. 
They read it for all it’s worth—for all it contains—for nothing 
but ideas they can use. 
That is the BUY-minded atmosphere in which only BH&G 
advertisers enter 3)2-million better-income homes. Shouldn't 
this BIG difference in BH&G readers be working for you? 


BH: G BUYow06Icat BRIEFS 


More advertising dollars per issue were spent in BH&G 


than in any other magazine. (Ist six months 1952.) 


More dollars of advertising, more lines of advertising 
and more pages of advertising were placed in BH&G than 
in any other major monthly magazine. (1st six months 1952.) 
The most advertising dollars ever spent in a single issue 
of any magazine ever published were spent in the April, 
1952 issue of BH&G. (And still true as this ad goes to press.) 


MEREDITH PUBLISHING COMPANY, 
Des Moines, lowa 


Advertising Age, December 1, 


1952 


Don Lee Network 
Cuts Nighttime 
Rates by 45% 


Ho.Ltywoop, Nov. 25—Don Lee 
Broadcasting System, 45-station 
West Coast network, has estab- 
lished a single rate for day and 
night by cutting nighttime rates 
45%. Effective Jan. 1, rates be- 
tween 7 a.m. and 10:30 p.m. will 
be $1,500 an hour. 

The action follows the rate cut 
pattern announced by Mutual 
Broadcasting System a month ago 
(Don Lee stations are also MBS 
affiliates). Under the Mutual plan, 
nighttime network rates are to be 
slashed 25% nationally. but sta- 
tions in TV areas must make big- 
ger cuts than the others. 

Don Lee's move also is in line 
with the recent trend among AM 
stations toward the single rate. 


@ The term “single rate” is really 
a misnomer, since the change—in 
Don Lee’s and other cases—in- 
volves a switch from a four-rate 
to a dual rate structure. In Don 
Lee’s new rate card, network time 
between 10:30 p.m. and 7 a.m. will 
be listed at $1,000 an hour. 

Don Lee’s current rates are as 
follows: Class A (6 to 10 p.m.), 
$2,700; Class B (8 a.m. to 1 p.m. 
and 10 p.m. to midnight), $1,500; 
Class C (1 to 6 p.m.), $1,350; and 
Class D (midnight to 8 a.m.), 
$1,000. 

The big change thus comes in 
the 45% cut in the 6 to 10 p.m. 
rates. Rates for the midnight to 
noon period remain essentially the 
same and afternoon rates are 
raised from $1,350 to $1,500 an 
hour. ’ 


® Willet H. Brown, president of 
the regional network, said the Don 
Lee affiliates in California, Ne- 
vada, Oregon, Washington and 
Idaho had approved the rate cuts. 
Three of the stations—KHJ, Holly- 
wood, KFRC, San Francisco, and 
KGB, San Diego—are owned and 
operated by Don Lee Broadcasting 
System. 

Mr. Brown predicted that event- 
ually all networks will get around 
to the single rate structure. And 
he therefore maintained that Don 
Lee’s new rates will save adver- 
tisers constant annoyance and con- 
fusion by eliminating the need of 
further changes. 


Two Join G. M. Basford 


Fred C. Poppe, formerly adver- 
tising manager of the Philadelphia 
division of Yale & Towne Mfg. 
Co., and C. W. Gulbransen, for- 
merly in the advertising depart- 
ment of Ingersoll-Rand Co., have 
joined G. M. Basford Co., New 
York and Cleveland agency, as 
account executive and assistant 
account executive, respectively. 


Transitads Names 2 to Sales 

National Transitads Inc., Chi- 
cago, has appointed Harold A. 
Dennis to its Rochester office. Mr. 
Dennis formerly was an advertis- 
ing salesman with the Rochester 
Sun and Times-Union. Ernest P. 
Baldwin has been named to man- 
age the Syracuse office. Mr. Bald- 
win formerly was an account ex- 
ecutive for Station WFBL, Syra- 
cuse. 


Names Andrew A. Duncanson 

Andrew A. Duncanson, formerly 
with Lever Bros. Ltd., has been 
appointed general sales manager 
of Thomas J. Lipton Ltd., To- 
ronto. Lipton is setting up its own 
sales and distributing organization 
a all its products, effective Jan. 


Melva Krogh Joins Borden 
Melva Krogh, formerly associate 
editor of Hotel Monthly. has joined 
Borden Co., New York. as an as- 
sistant in the public relations de- 
| partment. 
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That Great Day 1s Coming... 


CFAC’s Annual 
“Off-the-Street Club” 


Christmas Part 


THE TIME * NOON THURSDAY, DECEMBER 11 
THE PLACE * GRAND BALLROOM, CONRAD HILTON 


* twee hundred people are going to have a 
terrific time at this year’s Christmas Party. 
Remember the calibre of entertainment in re- 
cent years? Olson and Johnson; Danny Thomas; 
Martin and Lewis; Dave Garroway; Don McNeill; 
Duke Ellington and Sarah Vaughn; the Three 
Stooges; Herb Shriner—to name a few. Look 
forward to another star-studded program this 
year. There'll be scores of gifts—valuable gifts 
—TV sets—Radios—Bonds—Gift Certificates. 
There'll be delicious food, expertly served. 


There'll be a thousand youngsters out at the orr- 


If you haven't 
made your reservation 
send the coupon right now 


MIMO MO MOMS MS MOMS MDM MS 


y 


THIS SPACE SPONSORED BY COLLINS, MILLER & HUTCHINGS, INC. 


THE-STREET CLUB—hapjier and healthier through- 
out next year because you and you and you are com- 
ing to the Christmas Party! There'll be more and 
better club facilities—more food and clothing where 
they’re really needed—more of the things that build 
clean, honest, alert citizens for the years ahead! 

Twelve hundred people are going to have a ter- 
rific time at this year’s Christmas Party. And 


they’re going to have a priceless, warm feeling 
in their hearts as they leave. 

Could there be a better, more satisfying way to 
start the holiday season? 


CHICAGO FEDERATED ADVERTISING CLUB 
139 North Clark Street, Chicago 2, Illinois 


Enclosed is my check for $_____. Please send me________tickets 
for the party at $12.50 each. (10 seats per table.) 


NAME 
a COMPANY 
@ 
* 
7 
e ADDRESS 
e 
* 
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T STEP 


# sales-rewarding market 
a 


The Journal-American reaches New York’s largest 


evening audience by an overwhelming margin... at 


home where it’s read by every member of the family 


LL the colorful, extravagant comparatives and 
superlatives that attempt to describe New York 
boil down to one advertising certainty .. . in this 
man-sized market, you must think in terms of volume. 
Here, where your sales opportunity is lim- 
ited only by your sales effort, the home-going 
Journal-American is read and shopped by 42 of 
every 100 families who read a metropolitan 


evening newspaper. That’s 123,000 families more 


than the second; 290,000 more than the third. 

And you get quality as well! in New York's 
eight best suburban counties . . . first in buying 
potential and retail sales . . . more families buy 
the Journal-American than buy the two other 
evening papers combined. 

Only through the Journal-American can you 
step right into the homes of New York's largest 
evening audience. 
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Jury Finds No Anti-Trust Violations in 
Justice Dept. Suit Against Soap Makers 


NEWARK, Nov.. 26—A_ federal 
grand jury, after an 18-month in- 
vestigation, yesterday voted not to 
return any indictments against 


four soap manufacturers, a nation- 
ally-prominent research organiza- 
tion, and a trade association for 
alleged anti-trust law violations. 


tw WAVY TIMES has combined with ARMED FORCE. 


* 


Added circulation makes 
NAVY TIMES 
largest weekly publication covering the Sea Services. 


Send for data and sample copies 


Aud? Bureau of Cx 


viahon 


ARMY TIMES AIR FORCE TUMES 


( Memor:s 


NAVY 


TIMES 


. DETROIT 
Los 


The investigation was reportedly 
the longest on record in this dis- 
trict. 

The organizations involved in- 
clude Colgate-Palmolive-Peet Co., 
Procter & Gamble Co., Lever Bros. 
Co., Armour & Co., A. C. Nielsen 
Co., and the Assn. of American 
Soap & Glycerine Producers. 

The investigation was opened 
May 29, 1951, and was marked by 
protests and disputes over govern- 
ment demands for company rec- 
ords which involved transactions 
going back 27 years. 

The government apparently was 
seeking evidence of collusion, and 
to find something significant in the 
fact that the soap companies were 
all members of the trade associa- 
tion and all subscribers to the Niel- 
sen service. 


#A similar investigation—of 
shorter duration—was undertaken 
in the early 1940s, AA was told, 
with a similar result 

After the grand jury reported it 
had no presentation to offer, it was 
discharged by Judge Richard Hart- 


shorne. | 

H. Walker Smith, a special as- 
sistant assigned to the case by 
the anti-trust division of the De- 
partment of Justice, would not 
comment on the result of the in- 
vestigation. There is no indication 
that the department will attempt 
to submit the case to another grand 
jury. 

None of the companies involved 
had any comment, either. A 
spokesman at the association told 
AA that no statement would be 
made. A notice will be sent to 
members, stating simply that the 
investigation has been concluded, | 
he said. 


‘Super Noodle’ Wins Award | 
“Space Adventures of Super) 
Noodle,” children’s program spon- | 
sored on the CBS radio network by | 
I. J. Grass Noodle Co., Chicago, 
will receive the first annual cita- | 
tion for “original entertainment | 
in the best traditions of science | 
fiction” from Imagination, Evan- 
ston, Ill, science fiction magazine. 
The citation will be presented at 
the close of the Dec. 20 program. 


ae 
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The card that impresses you most—the card that 
really stands out tron the field—is no doubt printed 


on 


makers p Wing Paar "Seah its porn glossy 
surtace reproduc es illustrations with photographic 
quality. The best impressions are made with Kromekote” 


cast coated POsTCARD. 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New York, Chicago, 


Cincinnati, 


Philadelphia, Detroit, St. Louis, 
Atlanta, Dallas and San Francisco Distributors in every major city. 
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CROCKER MESSAGE—General Mills’ Betty 
Crocker urges Americans to give generously 


2 charitable groups this Christmas, par- 


| ticularly with food gifts, in this color page 
scheduled for December issue: of Life and 
Look. 


Food Chain Plans 
Giant Spectacular 
for Times Square 


New York, Nov. 26—Details of 
a new venture in cooperative out- 
door advertising (AA, Nov. 10) 
were released today by Grand Un- 
ion Co. and Douglas Leigh Inc. 

The project calls for a giant 
Times Square electrical display, by 
Leigh, which will promote Grand 
Union food markets and 15 prod- 
ucts. It is believed to be the first 
time a food chain has had a spec- 
tacular here. 

Non-competing products in the 
deal are Wonder Bread, Chloro- 
dent toothpaste, Snow Crop frozen 
foods, APL razor blades, Phillips 
soups, Swanee tissues, Buitoni 
macaroni, Instant Dip silver clean- 
er, Snappy dog food, Progresso 
foods, Holiday instant coffee, 
Wrisley soaps, Glamorene rug 
cleaner and U Bet chocolate syrup. 
The 15th product will be named 
shortly. 


8 Each of the products will be fea- 
tured in a one-minute short which 
will run about 24 times nightly. 
Scripts were written by advertis- 
ing agencies on the products. All 
animation was done by Leigh. 

The spectacular, to be turned 
on Dec. 10, will carry a 30” replica 
of the Grand Union identification 
tower with a revolving aviation 
beacon on top and an electronic 
animated cartoon panel of 4,104 
lamps which will show continuous 
movies plugging the products. 
There will also be a new Leigh 
mechanical action device which 
will change the daytime copy to 
advertise each product. 

Mr. Leigh said he is now work- 
ing on cooperative signs for food 
chains in other key cities. 


Ray, Rowland Join KONA, 
New Hawaiian TV Outlet 


Bill Ray, production manager 
and program director of KFWB, 
Los Angeles, for the past 26 years, 
and Vic Rowland, publicity direc- 
tor for American Broadcasting 
Co.’s western division in Holly- 
wood, have joined KONA, Hono- 
lulu, Hawaii’s first television sta- 
tion. Mr. Ray will be assistant 
manager and program director; 
Mr. Rowland director of public 
relations. 

KONA, which went on the air 
last week (AA, Nov. 24), started 
with feature films, kinescopes and 
local live shows, but expects to be 
affiliated with three of the major 
networks in the near future. Wal- 
ter H. Killingham, Honolulu busi- 
ness man, is president of Radio 
Honolulu, which operates KONA. 
Herbert M. Richards is executive 
v.p., and George H. Bowles, found- 
er of KGB, San Diego, is general 
manager. 


Appoints Malone, Moore 


Herbert A. Post Inc., packaging 
materials specialist, has named 


Komekote’ 1s ALSO AVAILABLE IN CAST COATED TWO SIDES IN COVER AND BOOK WEIGHTS 


Malone, Moore Associates, New 
| York, to handle its advertising. 
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New Postmaster 
General Has No 


‘Preconceptions’ 


Donaldson Offers Help; 
Summerfield Admits He’s 


Unfamiliar with Problems 


WaAsHINGTON, Nov. 26—Arthur E. 
Summerfield, who becomes Post- 
master General on Jan. 20, said 
today he hopes to operate the post- 
al service “in the service of the 
people and as their most vital 
means of all-important communi- 
cations.” 

Mr. Summerfield told a press 
conference he is completely un- 
familiar with the department's 
problems and in 
no position to an- 
swer questions 
intelligently. 
While “interest- 
ed” in = two-a- 
day mail  de- 
livery, he said he 
could not “in 
good conscience” 
discuss it. 

He was asked 
whether he be- 
lieves the depart- 
ment should be self-sustaining. He 
answered that he felt all govern- 
ment departments should be as 
near self-sustaining as possible, 
but he made it clear that he has 
no preconceived ideas about post- 
al rates or the postal deficit. 


Arthur Summerfield 


s His appointment confirmed per- 
sistent reports that the President- 
elect would offer the Postmaster 
General position to the man who 
directed the Republican National 
Committee during the recent elec- 
tion campaign. 

For several days, Mr. Summer- 
field had indicated a reluctance to 
accept the job, but today he said 
“this post of duty represents a 
real call to the service of the peo- 
ple, and the privilege of work- 
ing with the new administration.” 

Mr. Summerfield brings to the 
job nearly 30 years of successful 
business experience. In 1924, he 


became an oil distributor and de-. 


veloped his business into one of 
the largest individual oil distribu- 
ting companies in Michigan. In 
September, 1929, he formed the 
Summerfield Chevrolet Co. in 
Flint. He has developed this into 
one of the largest retail auto- 
mobile agencies in America. 


8 In addition to his own privately 
held businesses, he is a director 
of the American Motorists Insur- 
ance Co. and Lumberman’s Mutual 
Insurance Co., Chicago. 
been active in trade association 
work, particularly the National 
Automobile Dealers Assn., and has 


participated in numerous civic or- | 


ganizations. 

Since the appointment appeared 
to put the Post Office back into 
politics—contrary to the recom- 
mendations of the Hoover Com- 
mission—it was received with less 
enthusiasm than some of the other 
cabinet announcements during the 
past few days. 

To alleviate criticism, Mr. Sum- 
merfield announced that he will 
resign the Republican National 
Committee chairmanship before 
taking office. He said today, how- 
ever, that he has not decided 
whether he will also relinquish 
the post of Republican national 
committeeman from Michigan. 


s President Truman had been ap- 
plauded for promoting Jesse Don- 
aldson, a postal career employe, 
to Pestmaster General. Subse- 
quently, however, mail users and 
postal workers accused Mr. Don- 
aldson of jacking the depth of ex- 


He has, 


perience necessary for enlightened 
direction of the vast postal serv- 
ice. 


The pressure to take the depart- 
ment out of politics developed as 
| a result of the appointment of two 
successive Democratic National 
|Committee chairmen to the postal 
|job. Both James A. Farley and 
Robert E. Hannigan had retained 
| their political chairmanships while 
|serving as Postmaster General. 

Mr. Summerfield read a tele- 
gram from Mr. Donaldson congrat- 


ulating him on his appointment, KX¥XX Promotes Mason 

“to head the largest single business | Ed Mason. assistant manager 
in the country.” He said he ex- and head of the farming program 
pected to take advantage of Mr. for KXXX. Colby, Kan., has been 
Donaldson's offer to help prepare promoted to v.p. of Western Plains 


Broadcasting Co., which operates 
the station. He succeeds George 
Nickson, who has been appointed 
manager of KEEP, Twin Falls. 
Neb. 


him for the Jan. 20 transition. 


Mr. Summerfield became in- 
terested in politics in 1940 during 
the Wendell Willkie campaign. On| 
the basis of his efforts in behalf | 
of Mr. Willkie, he won recognition | 
among Michigan Republicans, and 
was elected national committee-| 
man from Michigan in 1944. 


WHAT'S THE BEST ) ADVERTISING COMIC 
WAY OF PUTTING we 
OVER PROMOTIONAL 
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BOOKS : 
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OUR “SPECIAL STORY” TO THE 
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_ Over 40,000 Copies Every Month to Metalworking Executives in 1953 


BLUE BOOK 


HITCHCOCK PUBLISHING CO. ¢ WHEATON, ILL. 


ing 141,000. 


power of the BLUE BOOK behind your product. 


Circulation Verified by Western Union 


and address. 
Determined products made by plonts reached by the BLUE BOOK. 


buying, if neither name nor title wos shown on our stencil. 


stamp of city. 


Send for 
24-page Data File 
based on NIAA Outline 
lotest market figures, government 
statistics and publication data. Valu- 
able information to help you deter- 


mine the sales potentials for your 
products in the metalworking industry. 


Beginning with the January 1953 issue, the monthly circulation of MACHINE 
and TOOL BLUE BOOK will exceed 40,000 copies—95% of which are per- 
sonalized to top executives in the metalworking industries. Read by the right 
men in the right places, here's a receptive, ready-made audience among admini- 
strative, engineering und production men with a total monthly readership exceed- 


MACHINE and TOOL BLUE BOOK has the right combination for SALES—the 
right editorial formula directed to the right audience of buying executives. That's 
why advertising in the BLUE BOOK brings results at lowest cost. 


To safeguard your competitive position—to increase sales in '53, put the sales- 


Western Union verified name of INDIVIDUAL and his TITLE as well as COMPANY nome 


Secured the INDIVIDUAL's name and TITLE in charge of machine tool and production supplies 


@ Secured nome of PLANT SUPERINTENDENT if no other name or title could be obtained. 
Each listing sheet was certified by local Western Union Operator, with signature and rubber 
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FM Promotion Set 
for Chicago Area 
by NARTB & RTMA 


Cutcaco, Nov. 25--An FM pro- 
motion, similar to that which has 
been conducted in North Carolina, 
Washington, Wisconsin and New 
York, will be launched here in 
February by the National Assn. 
of Radio & Television Broadcasters 
and the Radio-Television Manu- 
facturers Assn 

At least 5,006 radio spots, and 
probably more, will be used in the 
promotion, and local distributors 
have pledged frequent newspaper 
insertions during the 28-day pe- 
riod 

An initial discussion of plans for 
the promotion was conducted last 
week by distributors, FM broad- 
casters and _ representatives of 
NARTB and RTMA. The discus- 
sion was held under the auspices 
of the Electrical Assn., which is 
going to cooperate on the drive. 


® The Chicago area was character- 
ized as ripe for the promotion for 
a number of reasuns. Chief among 
these is the fact that there are 19 
FM stations in Greater Chicago as 
against seven AM stations. 


The Greater Chicago area ex- | 


tends from the border of Wiscon- 
in to the Indiana state line. 
ther reasons given: Chicago is 


y near the saturation point in 


thé number of television set own-| 


ing families (AA, Nov. 17), where- 
a@ the number of FM sets is 
only about 300,000; TV is no longer 
a fiovelty in the area, and set own- 
erg are using greater selectivity in 
théir choice of TV and AM pro- 
grams and would undoubtedly wel- 

e the variety of programs of- 
f i by FM. 

was pointed out at the meet- 


i y John H. Smith, who is hand- | 


i] the FM promotions for the 
RTB, that the drive already has 
a notable success in three of 
four areas in which it has been 
attémpted 
s Th se are: North Carolina, where 
5,080 sets were sold; Washington, 
where 3,000 sets were sold, and 
Wigconsin, where the promotion 
moved about 1,000 FM receivers. 
re promotion held in upper 
New York state last June has not 
be@H evaluated conclusively, ac- 
coming to Mr. Smith, because of 
the peculiarities of FM coverage in 
that area. 

However, Mr. Smith said, while 
figures are not available for the 
entire area, indications are that in 
those areas where FM is fairly ac- 


CONSUMER 
SERVICE BUREAU 


PARENTS’ 


z, MAGAZINE 


4%, e 
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This Seal ups Sales! 


EARLY a thousand leading 

firms are building confidence 
in their products and increasing 
sales by using the Parents’ Maga 
zine Commendation Seal. Let us 
send you this Seal Booklet which 
presents all the facts and the tes 
timony of leading advertisers, 
department stores ond chains on 
how this seal has upped their 
sales. Address: 
52 Vanderbilt Ave., 
New York 17 


1,400,000 circulation 


tive, the promotion was a success. 
This is especially true of Syracuse. 
Most of the promotion depended 
on a rural FM network which did 
not reach all of the towns in the 
area and, as might be expected, in 
those towns where FM did not 
reach, the drive was a flop. 


Sheker Opens Own Art Studio 

Willard F, Sheker, formerly art 
director of Dwyer & Devoy, Minne- 
apolis agency, has opened his own 
advertising art studio at 83 S. 10th 
St., Minneapolis. 


Wallace Joins Harold Cabot 


Joseph R. Wallace, formerly 
chief analyst in the market re- 
search department of Lever Bros. 
Co., has been elected a v.p. of 
Harold Cabot & Co., Boston agen- 
cy. 


‘Hunting & Fishing’ Adds Rates 

Hunting & Fishing, Chicago, has 
added two new rates for its cover 
positions, effective with the Jan- 
uary issue. Six times for the sec- 
ond cover will be $3,570 per in- 
sertion and seven times $3,150. 
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For the third cover six times will 
cost $3,230 each and seven times, 
$2,850. Six insertions for the fourth 
cover will cost $4,080 per inser- 
tion and for seven insertions, $3,- 
600. Cover insertions for all posi- 
tions up to four times remain un- 
changed. 


Joins Lowes Associates 

Franklin D. Walker, formerly re- 
porter and rewrite man for the 
Syracuse Post-Standard, has joined 
Lowes Associates, New York and 
Stamford, Conn., public relations 
consultant. 


B&B Promotes William Foxen 


Benton & Bowles, New York, has 
promoted William A. Foxen to ac- 
count executive on the Assn. of 
American Railroads. He was an 
associate account executive and an 
administrator on personnel prob- 
lems. 


WSEE-TV Goes to Tiverton, R. I. 


New England Television Co. has 
been authorized by the Federal 
Communications Commission to 
locate WSEE-TV in Tiverton, R.1., 
instead of Fall River, Mass. 


Why Chilton publications 
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Newsprint Production & Consumption 
American Newspaper Publishers Assn. 


Appoints Wilson, Haight 


The Trumbull electric depart- 
ment of General Electric Co., 


Greater Seattle Elects Two 


Roscoe (Torchy) Torrance, 
| Western Printing Co., Seattle, has 


Plainville, Conn., has appointed (All Figures in Tons) | been elected president of Greater Important 

Wilson, Haight & Welch, Hartford Oct.’51 Oct.’52 10 Months 10 Months Seattle Inc., promotion organiza- 

and New York, to handle its ad- 1951 1952 tion. — a ad ae aay i 

ee a a ‘Total Production ....... 592,814 599,935 5,546,398 5,730,602 Lona! Advertising, | Seattle, has advertising 
‘ y Total Consumption ...... 536,791 567,974 4,927,697 4,996,849) 

Andrews Joins ‘Boys’ Life ANPA Newspapers*...... 405.277 425,981 3,720,411 3,747,637 


‘Newsweek’ Names Sutton 


dates for you 
Frank J. Sutton, formerly man- 


John W. Andrews, formerly with *Newspapers reporting directly to ANPA; other figures are estimated. 
Popular Science, New York, and 
the New York Herald Tribune, | e : ager of the educational department 
has joined the sales staff of Boys’ | Biow Elects O’Brien a V. P. Gamble Co. unit, has been elected | of the New York Herald Tribune, 
Life, New York, published by the| D. J. O’Brien, account super-/| a v.p. of Biow Co., New York. He has been named manager of the 
Boys Scouts of America. |visor on the agency’s Procter & has been with Biow for a year. | educational division of Newsweek. | 
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if the world is 


your market 


& 
The New York Times 


International Trade 
A TR I EIN CN oh eR 


| fe | Section 
| hold our readers interest... . ..*~... 


@ 


i} The New York Times 


{ 


Business & Pineode 


2 
Review of \ 
a a ee ee ‘ 


i The reason is—editorial excellence. Our readers know they 
find what they want in Chilton publications; know it is both 
authentic and timely. 


the Americas 
The maintenance of this editorial excellence is the common 


| goal of every Chilton editor. That is why they make the most 
of modern research for critical self-examination—supplement 
|| the continuing readership surveys of individual editors with 
q studies by outside agencies. That is why Chilton editors spend 
so much time in personal search for facts, figures, and news 


January 7,1953 
e 


These two sections will 
cover the entire field of 
trade and business condi- 


vital to our readers. And it is the reason behind the unique ; 
tions abroad. They will 


\ Chilton Editorial Conference at which all the chief Chilton feature complete, accu- 
i editors interchange ideas. rate, detailed reports on 
} business, trade and eco- 


Yes, sustained editorial excellence means sustained reader in- nomic trends of almost 


- 


- ere — 


terest in Chilton publications. That is why so many advertisers 
find Chilton publications the ideal atmosphere for advertising 
the products and services needed in the fields Chilton serves. 


@G 
CHILTON 
COMPANY 


Cin conporareo) 


min 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ’ 


100 E. 42nd Street 
New York 17, N. Y. 


THE IRON AGE e HARDWARE AGE + MOTOR AGE e 

HARDWARE WORLD 7 DEPARTMENT STORE ECONOMIST . 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY ” 
AUTOMOTIVE INDUSTRIES @ 


COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 
THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ DISTRIBUTION AGE 


every foreign country. 
Only The New York 
Times — with the largest 
staff of newsgathering ex- 
perts of any publication 
—could give its readers 
this kind of coverage of 
vital business facts and 
trends affecting foreign 
business and trade. 

Let us tell you more about 
these beginning - of - the - 
year sections, and the 
advertising opportunity 
they provide. Call or 
write any one of our 
offices, now. Ask to see the 
informative booklets that 
tell how you can put these 
sections to work for you. 


IN THE WORLD'S FIRST MARKET 


The New Pork Times 


FOR 33 YEARS FIRST IN ADVERTISING 
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Desmond Joins Palmer Corp. 


Arthur L. Desmond, formerly 
with Lawrence H. Selz Organiza- 
tion, Chicago publicity counsel, 
has joined Robert H. Palmer Corp., 
sales and employe relations con- 
sultant. He will work in Tennes- 
see and Florida. 


Reeves Appoints Dempsey 
Thomas J. Dempsey, formerly 
with Colgate-Palmolive-Peet Co. 
and the Duane Jones Co., has been 
named advertising and promotion 
manager for Reeves Soundcraft 
Corp., New York, which turns out 
recording tapes, discs and films. 


When we began this series of 
ads we decided to limit our 
appeal to admen in our imme- 
diate vicinity. However, during 
the course of these insertions, 
in behalf of Wagners, we have 
heard trom admen far and wide. 
Naturally, we are pleased with 
this response. Experienced and 
well-equipped we can handle 


Admen from Davenport to Everywhere! 


Fred Cumblad 


their printing for them. Bless 
you, our plant is busy and we 
(pics at right) are happy. 


WAGNERS - PRINTERS 


DAVENPORT, IOWA 


‘FTC Gets Out of 
Controversy Over 
Display Letters 


WASHINGTON, Nov. 26—The Fed- 
eral Trade Commission’ with- 
drew today from a legal contro- 
versy over three-dimensional dis- 
| play letters. 


| 


| A hearing examiner had al- 
| ready ruled that the Harnard Mfg. 
| Co., Mount Vernon, N. Y., was 


patterning its plastic-ceramic let- 
ters after those produced and sold 
by a competitor, Frank Mitten, 
New York. In reviewing the initial 
decision today, the commission 
said the deceptive practice, if any, 
| was not a matter of public im- 
portance. The commission said 
the case is essentially a private 
controversy. “The alleged injury 
is to Mr. Mitten, not the public.” 

The commission said it cannot 
provide private persons an ad- 
ministrative remedy for private 
| wrongs. 


IMPROVING—On their way into a one-day “improvement” conference sponsored by 


the Industrial Press Assn. of St. Lou's are 
Co. and president of the association; 


(from left) Mary Ellen Ederstrom, Pet Milk 
Elmer Applegit, Socony-Vacuum Oil Co.; 


J. H. McCormick, E. |. du Pont de Nemours & Co., Richard E. Stockwell, Monsanto 
Chemical Co., and John Marston, Pet Milk Co. and chairman of the conference. 


Mactadden Seeks Ad V. P. 


Macfadden Publications, New 
York, is seeking a replacement for 
David N. Laux, who left his post 
as v.p. in charge of advertising re- 
cently (AA, Nov. 24), both “in- 
side and outside” the company. 
Harold A. Wise, president, is fill- 
ing in until a successor is named, 
probably by Dec. 15 


ae 


When you place your TV show on a Spot basis, you’re on the right track 


@KESING BOOTHS @ 


* 


: you can do better 7 
with SPOT— 
much better | 


for national coverage. You go into markets of your own choice. . . 


October Newspaper 
Linage Soars; 1952 
Totals Up Slightly 


New York, Nov. 25—General 
advertising in newspapers is off ~ 
16,840,566 lines and automotive 
linage is down more than 6,000,- 
000 lines for the first ten months 
of 1952, according to Media Rec- 
ords’ 52-city summary. Compared 
with the same period in 1951, the 
two categories are off 55% and 
6.5%, respectively. 

However, the total advertising 
figure is up 16,382,976 lines— 
eight tenths of 1%—thanks to in- 
creases of 8,872,345 lines in retail, 
2,112,892 in financial, and 28,314.- 
033 in classified advertising. 

The Media Records’ summary 
for the month of October alone, 
however, shows a gain over the 
same month last year all along the 
line except for financial linage, 
down 7.8%. The over-all gain for 
October is 7.1%. 


®@ The October, 1952, total of 245,- 
003,540 lines was said to be the 
highest total advertising figure 
for any single month in Media 
Records’ history. 

In October, retail was up 9,795,- 
138 lines; department stores, 3,- 
465,362; general, 1,427,266; auto- 
motive, 572,435; total display, 11,- 
581,110 and classified, 4,749,040. 
Total advertising was 16,330,150 
over the preceding October's total 


of 228,673,390. 


For the first ten months of 1951, 
total advertising linage was 2,034,- 
338,859 lines. Total for the same 
period in 1952 is 2,050,721,835. 


Fairless, Hood Move Up at 


U. S. Steel: 4 Others Shifted 

Benjamin F. Fairless has moved 
up from president to board chair- 
man of U. S. Steel Corp., Pitts- 
burgh. He is succeeded by Clifford 
F. Hood, executive v.p. of opera- 
tions, effective Jan. 1. He also be- 
comes a member of the board, ef- 
fective immediately. U.S. Steel Co. 
will be merged into U. S. Steel 
Corp. at the beginning of next 
year, when the parent company 
will become primarily an opera- 
ting company. 

Other promotions which follow 
the top appointments: Harvey B. 


| Jordan succeeds Mr. Hood on Jan. 


1; Robert C. Tyson to vice-chair- 
man of the finance committee and 
a member of the board and of the 
finance committee, effective im- 
mediately; Walter F. Munford, 


| v.p. in charge of operations of the 


find stations clear time more readily. You get uniform and pleasing picture 


quality through film. And you effect savings in time charges — 


enough to cover tilm prints, their distribution and other costs. 


Get the full details from your Katz representative. 


TH 13 « ATZ AG — ” CY, ine e@ National Advertising Representatives 


488 MADISON AVENUE, NEW YORK 22, NEW YORK * CHICAGO * LOS ANGELES « SAN FRANCISCO © ATLANTA @ DALLAS ¢ KANSAS CITY © DETROIT 


| 
| 


American Steel & Wire division, 
to president, on Jan. 1, and How- 
ard E. Isham to v.p. and treasurer 
of U. S. Steel, effective Dec. 1, to 
succeed Max D. Howell, who will 
retire. 


Thierot Adds Duties 

Charles D. Thierot, general man- 
ager of KRON-TV and KRON- 
FM, owned by Chronicle Publish- 
ing Co., San Francisco, will also be 
assistant publisher of the San 
Francisco Chronicle. 


Barry Corp. to Wesley 

R. G. Barry Corp., Columbus, 
O., has appointed Wesley Asso- 
ciates, New York, to handle ad- 


| vertising for all divisions. Kelly 


& Lamb, Columbus, previously had 
the account. 
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H. EARLE KIMBALL 


Advertising Age, December 1, 1952 


Provipence, Nov. 26—H. Earle, 
Kimball, 71, president and treas-| 


urer of Cliquot Club Co., manufac- 


turer of Cliquot Club ginger ale| of the research department of 


and sparkling water, died yester- 
day at his home after a long ill- 
1ess. 

When his father, the late Ho- 
race Earle Kimball, acquired the 
soft drink company at Millis, 
Mass., in 1901, Mr. Kimball left 
Brown University, where he was 
in his freshman year, to join the 
company as general manager. 

Soft drink companies in those 
days operated locally or on a 
regional basis. Mr. Kimball was 
one of the first in the field to use 
national advertising. He also pio- 
neered in the use of radio adver- 


tising at a later date. As a result, 
Cliquot Club ginger ale led the 


field for many years in production 
and sales. 

Mr. Kimball was prominent in 
amateur yachting and was a 
former commodore of the Rhode 
Island Yacht Club. He was also 
active in many local charitable 
organizations. 


PAUL R. WELCH 

BuFrFraLo, Nov. 25—Paul R. 
Welch, 70, board chairman of 
Welch Grape Juice Co., Westfield, 
N. Y., died suddenly Nov. 22 in the 
Lafayette Hotel. He was born in 
Philadelphia, and was a son of the 
late Dr. Charles E. Welch, founder 
of the company. 

Mr. Welch was graduated from 
Columbia Law School in 1905. He 
was a v.p. of the company from 
1903-1914; v.p. and treasurer from 
1914-1928; president and general 
manager from 1928-1945, and 
chairman of the board since then. 


G. K. GLENN 

Yonxkers, N. Y., Nov. 25—Gros- 
venor K. Glenn, 85, former owner 
and publisher of Illustrated Mil- 
liner, died Nov. 21 at a nursing 
home here. 

Mr. Glenn was born in New Or- 
leans, and in 1888 entered the feed 
and grain business in Nashville. He 
had charge of the Tennessee Build- 
ing at the World’s Columbian Ex- 
position in Chicago. After the fair, 
he remained in Chicago and took 
over Western Milliner. In 1904 he 
moved to New York as owner, pub- 
lisher and editor of Illustrated Mil- 
liner. He retired from business in 
1930. 


DAVID H. SMITH 

PORTLAND, ORE., Nov. 25—David 
H. Smith, 74, former: circulation 
manager of the Oregon Journal, 
died Nov. 21. 

Mr. Smith, who was born in 
Salt Lake City, came to Portland 
in 1903 and served as circulation 
manager of the Journal for 35 
years. After his retirement in 1938, 
Mr. Smith served as secretary- 
treasurer of the Western Circula- 
tion Managers Assn. and the Pa- 
cific Northwest Circulation Man- 
agers Assn. In 1937 he was elected 
president of the International Cir- 
culation Managers Assn. 


GARNET JAMES WEIGEL 
HAVANA, CuBA, Nov. 26—Garnet 
James Weigel, 56, president of 
Merchandising Factors Inc., San 
Francisco agency, died here Nov. 
23 after suffering a heart attack. 


z NATIONAL 
DISTRIBUTION 


Fast, Easy, Low in Cost! 


Appoints F. 1. Ryner 


F. I. Ryner has been appointed 
research director for the New York 
office of Sherman & Marquette. 
Mr. Ryner formerly was manager 


women’s tailored shoes will be sold 
as “Travel Masters by Francesco 
Sarra.” Mr. Eastman will direct all 
| merchandising activities. Products 
will be manufactured and mar- 
keted independently of Sandler of | 
Boston, with which the new com- 


| Cal., shoe manufacturer, has been | advertising. The company has not 


Dancer-Fitzgerald-Sample, New 


York pany is affiliated. 


Aviation Corp. Names Agency 
Appoints L. B. Eastman Aviation Corp. of America, New 

L. B. Eastman, formerly execu- | York, has appointed White, Berk | 
tive v.p. of Joyce Inc., Pasadena, | & Barnes, New York, to handle its 


appointed v.p. of Travel Master) had an agency before. Plans call 517 SOUTH JEFFERSON ST. CHICAGO aR iy 
Shoemakers Inc., Lynn, Mass., new | for newspaper and business paper : 


shoe manufacturer. Hand-sewn | promotion. 


ELECTROTYPE COMPANY — 


“Mout of over a Willion Dollar Market 3 


How to confront a market... 


Picture your message in color in carefully hand-picked locations tailored 
to confront the great Salt Lake City-Ogden market made even more 
lucrative by 3,000,000 money-spending tourists. Your message is ab- 


solutely inescapable. 


Your message in color will penetrate—will dominate the great and grow- 
ing Salt Lake City-Ogden market with PACKER “heart of the city” 


POSTER advertising. 


UTAH DIVISION 


a Harry HA, Pracher Ca. Enterprise— Salt ahabe City —Ogden 
Exccatioe Offices — Clubland, Okie 
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Teday’s soaring sales costs call for your careful te “ 
examination of the old tested. proved inde- ee > ce 
pendent selling field. This plan has 48- a 
state distribution qW@MeRiy and at remachesty : 
low cost for many of Amgrice's multi-aillion = : 
| dollar —— . . . and hundreds of smaller f 
firms. T2 your product or line can be sold by e 
personal demonstration, we invite you to secure A ae ; 
| ® frank, experienced appraisal of your possi- ia “ 
bilities and future im the direct-to-consumer 3 T en 
png oy There is no cost or ebligation to pe 
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‘News-Argus’ Boosts Ad Rates 

The News-Argus, Goldsboro, 
N. C., has increased its general ad- 
vertising raie from 7¢ to 8¢ per 
flat line, effective Jan. 1. 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 
equipment merchandising medium Write or 


phone Fred E. Owens, Publisher 


Caer bog 


one Wilmette 4714 


one 


Grems Adds Color to Spray 

Grems Mfg. Co., Klamath Falls, 
Ore., manufacturer of flameproof 
roofing spray, has begun the pro- 
duction of colored flameproof 
coating. Until last month the com- 
pany made the spray in copper and 
aluminum liquids only, but now 
additional colors of tile red, green, 
gray, black and white are avail- 
able. Advertising is, placed direct, 
and has run in Architectural Prod- 
ucts and the Construction News 
Bulletin. 


To Wilson, Haight & Welch 
Eagle Lock Co., Terryville, 
Conn., subsidiary of Bowser Inc., 
Fort Wayne, Ind., has appointed 
Wilson, Haight & Welch, Hart- 
ford and New York, to direct its 
advertising, effective Jan. 1. Ed- 
ward W. Robotham & Co., Hart- 
ford, had the account previously. 


A te 


om 


-Sold- 384,320 Cook Books, 
a story of real sales ction | 


WOOD and WOOD-TV offered a series of 24 “WOOD and 
WOOD-TV Cook Buoklets” to the important food outlets 
in Western Michigan. Normal profit margins were granted 
and WOOD and WOOD-TV assured adequate radio and 
television advertising backing. 

Booklet No. 1 was offered for sale the first week. Each 
week thereafter throughout the 24-week period a new book- 
let was added. The promotion started February 28, 1952. 


OBIECTIVES? e 


1. To promote WOOD and WOOD-TV to our audi- 
ence and your customers. 


2. To obtain a factual report on the ability of WOOD 
and WOOD-TV to move merchandise at the retail 
level —in large volume and at reasonable 
advertising cost. 


JUSED RADIO AND TV FQUALLY 


We budgeted $400 a week for radio and TV advertising 
over the 24-week period. This broke down as follows: 


Daytime TV (announcements only) — first and third 
six-week periods 

Daytime and Nighttime Radio (announcements and 
programs) second and fourth six-week peri 


Each medium received an equal share of the budget. No 
other promotion was used, 


(Copy continued in ad at right) 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


NBC — 5,000 Watts 
Associated with 


WFBM-AM and WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich. 


WEOA — Evansville, Ind. 
Nati Repr ives: Katz Agency 


land! AM 


House Hearings on 
AM-TV Programming 
Will Resume Dec. 3 


WASHINGTON, Nov. 25—The spe- 
cial House subcommittee studying 
“offensive” radio and TV programs 
will hear the adman’s side of the 
story when hearings are resumed 
here Dec. 3. 

At its previous sessions, the com- 
mittee has heard broadcasters, net- 
works and the National Assn. of 
Radio & Television Broadcasters. 

Several committee members in- 
dicated that big corporations and 
advertising agencies may be exert- 
ing pressure on networks and sta- 
tions to carry programs which the 
stations might otherwise reject. 

Subcommittee Chairman Oren 
| Harris (D., Ark.) has announced | 
| that Frederic R. Gamble, presi- | 

| dent, American Assn. of Advertis- 
ing Agencies, will appear before 
the committee when hearings are 
resumed. The subcommittee will 
also hear officials of the Federal | 
Communications Commission be-| 
fore attempting to write a ed 
| report. 


s Meanwhile, a special House com-| 
mittee, which is studying obscene | 
books and magazines, has i 
nounced that it will hold hearings | 
here beginning Dec. 1. | 

Rep. E. C. Gathings (D., Ark.), 
who is chairman, refused to indi- 
|eate the subject of the hearings, 
| but committee sources said that a 
| substantial amount of “obscene” 
material, purchased on newsstands 
| and in drugstores by committee in- 

vestigators, will be on exhibit. 

| The members of the special book 
and magazine investigating com- 
| mittee appeared to be somewhat at 
| loggerheads with each other. One 
| committee member, Rep. Katherine 
| St. George (R., N. Y.), said she 
| had not been consulted about the 
impending hearing. 

“Perhaps they thought I was too 
old for this kind of thing,” Mrs. St. 
|George, who is a grandmother, 
| said. 


|= The chairman of the book and 
|magazine investigation was also 


| sponsor of the radio and TV study, 
but this portion of his project was | 


|turned over to Rep. Harris as a 
| member of the House interstate 
| commerce committee, which han- 
| dles radio and TV legislation. 

Investigators of the book and 
| magazine group are known to have 
| interviewed circulation executives 
of a number of publishing organi- 
zations in an effort to determine 
whether “obscene” publications 
moved through normal distribution 
channels. 

It was not indicated whether 
the committee’s impending hearing 
will delve into the distribution 


zines. 

Both groups must complete their 
work and file their reports by the 
time the new Congress meets on 
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Reuschle Joins WHUM-TV 

Robert M. Reuschle has re- 
signed as associate media director 
and manager of radio-TV time 
buying for McCann-Erickson, New 
York, to become rational sales 
manager of WHUM-TV, Reading, 
Pa. The new UHF station, a pri- 
mary affiliate of CBS Television, 
will go on the air in mid-Decem- 
ber. For several months Mr. 
Reuschle will work out of the New 
York office of H-R Representa- 
tives, which will handle the new 
station. 


Winter Joins E. F. Schmidt 

E. F. Schmidt Co., Milwaukee 
lithographer, has appointed Gerald 
G. Winter market analyst. Mr. 
Winter formerly was service pro- 
motion manager for the Pontiac 
motor division of General Motors 
Corp., Detroit. 


'Schenley Promotes Old Stagg 


Schenley Distributors Inc., New 
York, has launched a year-round 
“topical” advertising program de- 
signed to stimulate holiday buying 
of its Old Stagg straight Kentucky 
bourbon. The campaign features 
both b&w and two-color ads in 
more than 260 daily newspapers. 
The ads bear the headline, “Every 
mellow drop top Kentucky bour- 
bon.” In addition to newspaper 
insertions, 24-sheet posters and 
trade publications will be used. 
Grey Advertising Agency, New 


| York, handles the account. 


Appoints Gregory & House 

Aeroso] Products Corp., Chicago, 
has appointed Gregory & House, 
Cleveland, to handle a national ra- 
dio and television campaign for 
Aerosol’s new rug dye applied from 
a self-spray can. 


| machinery for books and maga- | 


Jan. 3. 


The radio and TV group has| 


praised telecasters for their ef- 
|forts to protect program decency 


through a standard of program | 
practice. The hearings have pro-'| 


vided a sounding board, however, 


for groups which object to the sale | 
of alcoholic beverages and tobac- | 


co. 


‘Issues World Trade Data Book 


| The November issue of Export- 
ers’ Digest. New York, contains 
the publication’s annually revised 
World Trade Data Booklet. The 
reference booklet for world traders 
includes charts on international 
mail and messages, predominating 
electrical voltages used abroad, 
conversion factors, overseas import 
control regulations, commercial 
abbreviations, consuls in the U. S.., 
and an international airlines direc- 
|tory. Copies of the booklet are 
available from the publication at 


170 Broadway, New York 38, for 
50¢. | 


WOO0DIand ! TV 


copy continued from preceding ad 


RESULTS? PLENTY! 

WE SOLD 384,320 COOK BOOKS... 

More than twice the total population of Grand 
Rapids! Moreover, our well-heeled WOODlanders 
bought 7,100 binders to hold the complete 24-book 
series, That is a lot of impulse merchandise in any- 
body’s league! Profits to the book publishers and 
to the retailers were most satisfactory. 


WE'LL TELL YOU HOW WE DID IT... ° 

In a report printed especially for our Missouri-born 
friends. It’s a complete breakdown of the WOOD 
and WOOD-TV Cook Booklet Story, including stores 
used, copies sold and detailed description of the 
radio and television advertising schedules. Once 
again, we offer conclusive proof —THE RICH 
GRAND RAPIDS MARKET IS YOURS OVER 
WOOD AND WOOD-TV! 


Write for your copy 
today, direct to us 
or your nearest Katz 
Agency. 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 


NOC — Basic; cas, ABC, DuMONT — Supplementary 
Representatives: Katz Agency 
Associated with 


WFBM-AM and WFBM-TY — Indianapolis, Ind., WFDF — Flint, Mich, 


WEOA — Evansville, ind. 
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tion.” 


department, and in 1935 was made 
sales promotion manager. 

He resigned in 1940 to sell ad-| 
vertising for Barta Press of Cam- 
bridge, Mass. The following year | 
he became sales promotion man- 
ager of Cuno Mfg. Corp. in Meri- 
den, manufacturer of imdustrial 
filters. He was associated with that 
company during the war, and 


: earned a reputation for getting 
j things done in the face of diffi- 
culties. | 


@ In 1945 he joined Scovill Mfg 
Co. in Waterbury, Conn., as ad-| 
} vertising manager. The company | 
manufactures a variety of prod-| 
ucts, and its advertising is serviced 
by four agencies: James Thomas 
Chirurg Co. (general); Young & 
Rubicam (the button and fastener 
and zipper divisions) ; Edw. Grace- 
man & Associates (pins, safety 
pins, hooks and eyes and miscel- 
laneous notions), and Schuyler 
Hopper Co. (plumbers brass goods 
| and industrial fasteners). 
As may be surmised, Mr. Thorn- 
ton’s interest in advertising and 
ae marketing is varied and extensive. 


: He is a student of economics and 

; an observer of marketing trends. 

He is a member of American Mar- 

keting Assn., a former director 

and treasurer of the Hartford 

is chapter of National Industrial Ad- 

i] vertisers Assn., and has been a 

j director of CCA for the past two 
| years. 


During the past year he was v.p. 
of that organization and took an 
active part in helping to place 
CCA in a position to audit both 
paid and non-paid circulation (AA, 
Nov. 24) if its members decide 
they want it. 


8 On the personal side, he married 

: | a Meriden girl in 1935, lives in 
” Meriden, and has a son, David, 
now 13. He is keenly interested 
in photography and sports for 
youngsters. He started a cub scout 


+ troop in Meriden several years ago, 
I and still works with boys’ groups. 
He has been active in organizing 


a neighborhood basket ball group, 
which plays regular games during 
the season with similar groups 
o from other neighborhoods. He 
gives a share of his leisure to com- 
j munity activities, and is president 
of the Meriden Parent-Teachers 
Assn. 


Starts Daily in Maine 

Melvin L. Stone, publisher of 
the Rumford Falls Times, Rum- 
ford, Me., weekly, started publish- 
ing the Rumford Daily Times on 
Dec. 1. The daily, which is the 11th 
in the state, will be a five-day 
afternoon paper selling at 5¢ a 
copy on four days of the week and 
for 10¢ on Thursday, when the pa- 
| per will carry an eight-page col- 


ored comics section. Mr. Stone ac- 
quired the Rumford Falls Times, 
weekly, in 1948, and has since 
added a string of. weeklies in. 
Maine. 
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to do business 
“needler who gets results,” but his friends will tion of a 26-time 5% 


| KSTP-TV Changes Rate Form 
KSTP-TV, St. Paul, has issued 


You Ought to Know . G. K. Thornton | new rate card, which went into 


effect on Nov. 1, Incorporating the 


G. K. Thornton, advertising manager Scovi ew - 
3 ; & manager of Scovill Mfg. Co., new presi following changes: The 5-6 p.m. 
dent of Controlled Circulation Audit, believes it is as important to pin- time, Monday through Satur- 
point media selection as it is markets. |day, from Class B to Class C; 
He is a hard-headed New Englander, but 
ha S ¢ > © . 2 v4 * 
a . reputation in the agency business of be ‘day through Saturday, from Class 
ing “one of the fairest-minded guys there is ¢ to Class D.; a reduction of near- 
with.” He is known as a/|ly 30% in Class D rates; the addi- 


1-5 p.m., Sunday, from Class A to 
Class B; 12 noon to 1 p.m., Mon- 


discount; an 
increase in the 52-time discount 


-_ you that “when the chips are down, he from 5% to 7%%, and reduced 10- 
gives credit where credit is due,” that “he cecond ID rates. Rates for each 
never tries to hog the show,” and that “he class remain the same, with the 
gets results by picking the right men, letting; exception of Class D as noted 
them alone, and seeing that they get recogni- 


above. 


ABC Promotes Materne 
William M. Materne, manager of 


®G. K. (which stand for George Kenneth) WJZ, New York, has been pro- 
came into the world at Taunton, Mass., in 
1908. After going through the local school Co.'s 
system, he received his A. B. degree in the stations. Hartley L Samuels, WJZ 
G. K. Thornton humanities at Wesleyan University in 1929. account executive, will succeed 
His first job was with Manning Bowman & him as manager of the station. At 

Co., Meriden, Conn., electric appliance manufacturer. After a period 
in the company’s service department, he transferred to the advertising up to the post of sales manager. 


moted to national spot sales man- 
ager for American Broadcasting 
owned-and-operated radio 


the same time, Michael A. Renault, 
also an account executive, moves 
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LITHOGRAPHED CARDBOARD DISPLAYS 


ie He 


INLAND LITHOGRAPH OC 


s gies 
ae 


IDEAS + FACILITIES + EXPERIENCE 


The big thing about INLAND Dis- 
plays is the Eye-dea. Smart creative 
thinking plus eye-compelling reproduction 
make INLAND Displays standouts .. we've 
thought up some dandies for major national 
advertisers. Ask us over to think one up for you! 


CHICAGO 6 * RANDOLPH 6-3256 


<> 


FINE CARS PRESENTED AT THEIR PICTORIAL BEST 


on paper stock coated with 


912K, A DOW LATEX 


It takes faithful reproduction of color and detail to do justice 
to a fine new line of motor cars. It takes top-quality appear- 
ance to represent a top-quality product. That’s why Buick 
presents its complete line on paper stock coated with 512K, 
A DOW LATEX. 

Paper coated with 512K is worthy of the finest printing, 
captures the full beauty and detail of fine illustrations. Its 


You can depend on DOW PLASTICS 


high degree of ink receptivity makes the most of each half 
tone dot for cleaner, sharper printing every time. And its 
satin finish and supple softness complete the luxury look. 
Whenever only the best will do in your literature, to present 
a fine product at its pictorial best, be sure to specify paper 
coated with 512K. THE DOW CHEMICAL COMPANY, Midland, 
Michigan « Plastics Department—Coatings Section—PL 476 
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Ohioans Will Seek 
Ban Against Signs 


WOW Promotes Quaife | Lapham to Sessions Clock Rejoins West-Holliday Co. 
Kenneth M. Quaife, a member Douglas A. Lapham, formerly Malcoim C. Smith has rejoined 

of the radio sales department of sales and merchandising consultant West-Holliday Co., publishers’ rep- 

WOW, Omaha, has been promoted | with Booz, Allen & Hamilton, has resentative, as sales manager in 


Le Pages Inc. Names Frost 

Le Pages Inc., Gloucester, Mass.., 
glue maker, has appointed Harry 
M. Frost Co., Boston, to handle its 


Along New Turnpike Hoyt Co., New York, handled the 


CLEVELAND, Nov. 26—Sentiment @ccount. 
is growing here te bar outdoor 
Two Name Smith & Bull 


advertising. Previously, Charles W. to assistant sales manager. Before! been appointed sales manager of| the New York office, after being 
joining WOW as promotion man- 
ager in January, 1952, he was with 
the Omaha World-Herald and with 
Allen & Reynolds 


Sessions Clock Co., Forrestville, discharged from military service. 
Conn. Before service he was a sales ex- 
| ecutive in the San Francisco and 


Appoints Harry Klusmeyer Chicago offices. 


eers who said signs could be 
Becened out by trees and other 


signs along the prospective Ohio 

Turnpike by exciuding them by Smith & Bull, Los Angeles agen- iarry B. . er, ; 

a 2d instead of PB erme on ¢y, has been named to Rendle aa KVOM to Bow in December Fn 8 Balter af nubligatione fey Promotes Robert Adler 

public pressure and “gentlemen's Vértising for Hollywood Liauefier KVOM, new radio station at Rexall Drug Co., has been appoint- Robert Adler, with the company 

agreements” to keep the signs from ©° aker of kitchen appliances, Morrilton, Ark., will be ready for ed a copywriter and publicist for since 1941, has been promoted to 

coming in anc C hic Lingerie Co., manutac- operation early this month. The J. Russel] Calvert & Associates,| associate director of research for 
Planning leaders have criticized turer of Pandora undergarments. _ station will operate on 250 watts. Los Angeles. | Zenith Radio Corp., Chicago. 

the J. E. Greiner Co., Baltimore 

consulting engineer, for saying OPENS A WHOLE NEW MARKET + OPENS A BIG NEW MARKET * OPENS A WHOLE NEW MARKET + OPENS A BIG NEW MARKET + OPENS A WHOLE 

that Ohio does not need to worry 

about outdoor along the 241-mile 


highway ; 
J. Gordon McKay, Cleveland F . 
member of the turnpike commiuis- ' ‘ . 


sion, said he was “amazed” when 
J. E. Greiner Co. reported that 
Ohio “did not need to take ease- 
ments against billboards, since 
ennsylvania had taken none and 
everything was all right along the 
Pennsylvania Turnpike ” 


p the publishers of 


@ Other critics pressed James W 
Shocknessy, chairman of the Ohio 
turnpike group, into saying the 
commission will not permit billi- 
boards “within the visual limits” 
of the $326,000,000 toll road 

Mr. McKay disagreed with engi- 


Bientines 
‘Turnpikes are built largely 
@Bove grade and the view from 


fHised sections is for miles, and 
not possibly be hidden by 
isbers or trees,” he said 
Attempts in Pennsylvania and 
Né@w Jersey to control the “visual 
di@tractions” by public pressure 
8 gentlemen's agreements have 
na “flop,” said Allen Fonoroff 


@e' billboard specialist” on the 
CRvelind City Planning Commis- 


n 


r. Fonoreff called for an Ohio 
simijar to the one passed in 
N York last spring banning out- 

r signs along both sides of the 
$35-mil- New York Throughway, 


nov. under construction 
WXEL Appoints Reinert 
ick Reinert, who did anima- 
tiém work for Metro-Goldwyn- 
ver Studios in Hollywood be- 


foe entering military service and 
WRo has been doing television car- : 
ee ge oc artwork in p 
Cleveland since 1947, has been 


appointed art director of WXEL, 
Cleveland television outlet 


anne 


po 8 

ae a H 
2 to Gottschaldt-Mickelberry . pe : a 

Alum-a-Lock Awning Shutter a. 4 at We. iy , 

Co., Miami, and Ocean Reef Har- - : ‘ ; » Bn, EY. eeoeeoeee oF 
bor Club, North Key Largo, Fla., ; t ; Pa rr et > 
have appointed Gottschaldt-Mick- : a ; 
elberry, Miami, to direct their ad- : Pera i 
vertising 


KMOX Appoints Canepa 
KMOX, St. Louis CBS station, 


= 


ie3 


has appointed Robert C. Canepa 

merchandising manager. Mr. Can- v4 

epa, who will assume his duties : 

Dec. 1, headed his own salad dress- 4 

ing manufacturing company in St i 
ba 


Louis before joining the KMOX 
staff 


ual ar 
ORIGINAL, designed fo 
plication in preparatio 
printing 

stereotyped 


It Will be on the Newsstands March 1, 1953 
It Will Appeal to Families Owning and Planning 
to Modernize Older Homes 
It Will Provide Concise and Comprehensive Information 


on all Phases of HOME MODERNIZING 


42 ART SERVICE 


300 SUBJECTS, 1000 PRINTS 


han 300 subjects, more than 
reproduction prints every 

more than 20 “How to 
samples. No wonder top 
concerns renew year after 


It Will Contain: 
Case Histories of Home Owners Who Have Modernized 
Actual Step-by-Step Photo Sequences .. . 


Practical, [ustrated “How-To's” . . . 
New Ideas, New Products, New Innovations, 


itd FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 
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Film on Industrial 
Purchasing Shown 
by ‘Purchasing’ 

New York, Nov. 25—The first 
showing of “Industrial Purchas- 
ing,” a full-color sound movie, was 
made before the New York chapter 
of the National Industrial Adver- 
tisers Assn. today. 


The movie was produced by En- 
cyclopaedia Britannica Films in 
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collaboration with Purchasing, a 
Conover-Mast publication. It shows 
how the purchasing department of 
a large company works as part of 
the management team to improve 
products and reduce costs. 

After the film, G. A. Renard, ex- 
ecutive secretary-treasurer of the 
National Assn. of Purchasing 
Agents, spoke briefly. He dealt 
with the need for team work in in- 
dustry on production. 

He said also that the short-term 
business outlook for the first quar- 


ter of 1953 would be good. He 
based his prediction on a recent 
survey by his group of 200 top 
purchasing agents. The survey 
showed that continued heavy pro- 
duction schedules may be expected 
for that period, he told the nem- 
bers of the Industrial Advertising 
Assn. of New York. 


‘Spokesman’ Stops Operations 

The Spokesman, Pampa, Tex., 
suspended publication with its 
Sunday edition, Nov. 23, “because 


of financial difficulty.” In an edi- 
torial headed “A Dream That 
Dies,” Publisher J. C. Daniels 
estimated the morning newspaper 
lost about $100,000 before a deci- 
sion was reached to close down. 
He published the paper since its 
launching Nov. 11, 1951. 


Hal Pearl Gets Account 

Hal Pearl Associates, Miami 
Beach, has been named to handle 
advertising, publicity and promo- 
tion for Kasdin Drugs, South Flor- 
ida chain. 


NEW MARKET + OPENS A BIG NEW MARKET * OPENS A WHOLE NEW MARKET + OPENS A BIG NEW MARKET * OPENS A WHOLE NEW MARKET | formerly 


INSIDE.....OUTSIDE.....ALL AROUND THE HOUSE..... 


That is the scope of HOME MODERNIZING’S 


editorial concept. This new magazine will bring the 


“Convert Your Basement” 
“Room Under the Rafters” 


homeowner useful and authoritative a-ticles by the 


dozen on bringing his home up-to-date. With special 
features and “how to” information MODERNIZING 
reaches into every corner of the house. You will be 
interested in our contemplated table of contents. 
Here are some of the working titles of the articles 


we are planning for the first issue . . . 


LEAD EDITORIALS 
Modern Living for All 


How to Get the Financing you Need 
How to Buy an Old House 
The “Do's and Don'ts” of Home Modernizing 


“Your Kitchen—A Place to Live, Work and Play” 


“30 Years Younger in 30 Days at $30 a Month” 


an article on living rooms. 


“The Children- 


Privacy” 


and Father and Mother—Deserve 


“Paint and Wallpaper Can Work Wonders” 
“Your Workshop—Plus Power Tools” 


“Ideas on How to Obtain More Closet Space” 
“101 Kinds of Shelves to Meet Every Need” 


OUTSIDE: 


“Now the Prettiest House on the Street” 


“No House is Hopeless” 
“Erase the Gingerbread” 


“Bring New Looks to Exteriors With New Products” 


“Does Your Entrance Say Welcome?” 


“Do Your Family’s Space Needs Mean Adding a 


New Wing” 
“Better Windows” 


“Spring Checkup—to Keep Your House in Trim” 


ALL AROUND THE HOUSE: 


“Use Every Inch of Your Lot” 


“Outdoor Room for Living, Dining and Play” 


“Triple Duty Garage” 


“Power Garden Gadgets” 


AND THAT’S NOT ALL 
HOME MODERNIZING will also contain a “HOW 


TO” Appendix with scores of illustrated instructions 


on modernizing. and a Helpful Booklet Section 


through which our readers can order manufacturer's 


literature. 


ccoccccecelL IMED RIGHT: Everywhere—East Coast—West Coast—manufacturers, 


contractors, suppliers . . . already enthusiastically welcome the new magazine 
HOME MODERNIZING. Likewise, advertising agencies representing the leading 
national advertisers in this field have registered their approval by recommending 


the new magazine on 1953 schedules. HOME MODERNIZING is timed right! 


YES! 


we'd like a preview of HOME MODERNIZING 


Without Waste, You Can Reach 
QUALIFIED 


Home Modernizing Prospects 


company 
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Appoints Jackson-Hall 
Perrine Quality Products Corp.., 
Waltham. Mass., has appointed 
Jackson-Hall, Boston, to direct its 
coming sales promotion and ad- 
vertising campaigns on Polar Bear 
batteries. Emphasis will be given 


| to point of sale material and other’ 


dealer promotions for service sta- 
tions and chain store consumer 
distribution. 


Palm & Patterson Appoints 3 
Palm & Patterson, Cleveland 
agency, has proinoted Calvin Bing- 
man to art director. B. C. Ingells, 
with Hal Malmquist & 
Co., Cleveland art studio, has be- 
come Patterson's assistant art di- 
rector. Julia Owen, formerly with 
| Lubrizol Corp., has been appointed 
assistant account executive. 


Appoints Allan Sills & Co. 

| R. Wallace & Sons of Canada 
| Ltd. Toronto maker of Wallace 
sterling silver flatwear, has ap- 
| pointed Allan R. Sills & Co., To- 
ronto, to handle its promotion, ef- 
fective Jan. 1. Plans for 1953 call 
for four-color ads in magazines. 


Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material — 
spot announcements to full-length 


shows—should get the benefit of 
RCA’s technical experience and 
research. 


Your order, LARGE Or SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 

630 Fifth Avenue 
Dept. G-120, NEW YORK 20 
JUdson 2-S5011 


445 North Lake Shore Drive 
Dept. G-120, CHICAGO 11 
WHitehall 4-3215 


1016 North Sycamore Avenue 
Dept. G-120, HOLLYWOOD 38 
Hillside 5171 


Write now for our fact-filled 
Custom Record Brochure! 


RADIO CORPOKATION 
OF AMERICA 


RCA VICTCR DIVISION 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AT CCA’S MEETING—Among those attending the two-day meet 


GAPLES CONCLAVE—Representatives of Caples Co., agency for 
ion Pacific Railroad, were well represented when UP held an 
vertising and public relations meeting in Omaha. Left to 
ht (standing) are G. Kaiser, manager of the New York office 
H. Galley, account exec, Omaha; D. J Powers, v.p., Chicago 


ing of Controlled Circulation Audit (AA, Nov. 24) were, from 
left to right: Arthur A. Kron, Gotham Advertising Agency; Frank 
Rice, Penton Publishing Co; J. W. Zuber, Steel; Robert Heller, 


Beaumont, Heller & Sperling; Earl Shaner, Perton Publishing 
Co.; James Galloway and T. A. Rogers of Rogers Publishing Co.; 
D. F. Jones, Design News, and Robert E. Ahrensdorf, Purchasing 
News 


coun ~— 4 3 
’ kd ~. 


PORE Gee ENDO ST eres IN 


BEETHOVEN PLAYS FOR PUBLICKER-—Life is carrying this color spread which launches 

the first institutional campaign ever run by Publicker Industries. Stressing the 

patience required to produce a good whisky, the copy features Ludwig van 

Beethoven, and o record with selections from his music (‘Beethoven Plays for Pub- 

licker’’) is being sent to distributors to merchandise the ad. Lloyd, Chester & Dilling- 
ham, New York, is the agency for the special series 


pie : . 

Ve 
J. D. Farris, account exec, Omaho; H. F. Meyer, v.p., New York; 
R. R Rullmon, v.p., los Angeles; J. E. Erickson, v.p., Chicago. 
Seated ‘eft to right) are L. M. Branch, vice-president, Omaha; 
R. N. Hartsing, president, and G. M. McCulloch, manager of the 
Omaha office 
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i The Columbus Citizen = {Fx 


Five Conte Per Copy 


UNTERS SCARF COUNTY RESIDENTS 


che Says The Citize- Protest Calls Flood 

. Sherilts Office Here 

Sune z sville Man Shot 
in Now ‘ . 


ot for All Hunters 


This ts @ Pheasant This ise Mer 


Freight Hits Express Seateraiat tke Designates Dewey 


In Loudonville Wreck withwres As Standby Adviser © 


CITIZEN PLUG—National Distillers Products Corp. felt pretty good about the Colum- 
bus Citizen's front page which looked enough like an ad for PM whisky to be paid 
space. Actually, it was a warning to hunters issued at the opening of the fall 


BOSTON DAY—Forty 


pheasant season 


SOUTHERN PUBLISHERS—These pictures taken at the annual meeting of the Southern Newspaper Publishers 
Assn. in White Sulphur Springs, W. Va., show (at left, in usual order), Frank S. Daniels of the Raleigh 
News & Observer, Myron G. Chambers of the Knoxville News-Sentinel, and Walter C. Johnson of Chat 
tanooga, congratulating Richard L. Jones of the Tulsa World and Tribune on his election as SNPA presi- 
dent. Mr. Daniels is the outgoing president and new chairmon of SNPA, Mr. Chambers is treasurer and 
Mr. Johnson is secretary-manager. Center, a seven-man newsprint panel, consisting of (standing) D. Hiden 


two members of the Boston Advertising 
Club took off for Canoc'a the other day to be feted by the 
Advertising & Sules Executives Club of Montreal on “Boston 


ADCLUB SPEAKER—Sid Bernstein (left), editor of Advertising Age, paused for 

the camera man after addressing the Denver Advertising Club on “Advertising’s 

Outlook for the Years Ahead.” With him are Carolyn S. Shubort, head of Harry E. 

Shubort Public Relations and chairman of the program, and N. L. James, national 
od ger, Rocky Mountain News, who is president of the adclub. 


Day.” Here (in foreground), Mayor John B. Hynes of Boston pre- 
sents a silver Paul Revere bow! to Montreol’s meyer vamillien 
Houde as the assembled advertising and satan execs 1ook on 


Ramsey, Asheville Citizen-Times; George C. Biggers, Atlanta Journal-Constitution, and Cranston Williams, 
American Newspaper Publishers Assn; (seated) Frank Jepson, Madden, Reeve, Angel Co., New York; 
August B. Meyer, Bowater Paper Co.; T. A. Corcoran, Louisville Times and Courier-Journal, chairman, and 
R. M. Fowler, Newsprint Assn. of Canada. At right, three members of the advertising pane! were Ralph 
Callahan of the Star, Anniston, Ala.; Loyal Phillips, St. Petersburg Independent, and E. Julian Herndon of 
the Little Rock Democrat, chairman. 
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BUYING POWER 


PRACTICAL BUILDER gives its advertisers a total of 
almost 65,000 overall builder circulation. Of this 


circulation, 59.400 are owners, managers, corporate 


executives and other top, buying power, the largest 
number in this category that you can buy anywhere. 


In 1950, PB builder readers 
(averaging 17 units per builder) 
built 881,450 dwelling units for 
an estimated $8,350,000,000. 


READER INTEREST © 


PRACTICAL BUILDER is the Trade Paper of the 
Building Industry. It makes no other claims. 
Its great interest to builders is due to the match- : 


PB builder readers built over less “Do-It-Better-for-Less” editorial content. 


$2,100,000,000 in new farm, com- 
mercial, industrial and other non- 
residential construction. 


There is no more important subject to builders : 
.. + big or little. Witness this builder response 
to specific issues: 
PB builder readers handled 
between $2,000,000,000 and 
$3,000,000,000 in remodeling, 
alterations and repair work. 


PRACTICAL BUILDER’s 
Building Market Place 
Issue published in Janu- 
ary, pulled 15,000 in- 
quiries. 


PRACTICAL BUILDER’S 


A BB V ER T f § £ N G Cc Oo m T regular September issue 


pulled more than 7,000 
inquiries. 


Third factor in the purchase of advertising space is 


generally a comparison of costs. On this score, Bo dite (and dhe conker 
PRACTICAL BUILDER gives you all of the benefits detailed life of all PB issues is 
under points 1 and 2—and at the lowest advertising especially long) the reg- 
ular October issue has 


already produced nearly 


rate. Comparative contractor-builder coverage and 


advertising costs for publications in the 26 billion dollar Light 5,000 inquiries. . a oe 

Construction Industry follow: NE, 
a pie so , e 
se: Practical | 
fe p-—ne e y @ : 


PRACTICAL BUILDER .......... 64,936 $700.00 $10.77 
PUBLICATION AA ............... 67,765 750.00 11.08 
ii: PUBLICATION B ................ 24,000 795.00 33.10 


Builder 


5 South Wabash Avenue, Chicago 3, Illinois 


Affilieted with 6 Bailding Industry Maagazines comprising 
the largest, most distinguished publications in the building 
industry: Building Supply News, Building Material Mer- 
chant, Ceramic Industry, Ceramic Data Book, Brick and 
Clay Record, Masonry Building. 
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Service Magazines Combine 

Armed Force Magazine (for- 
merly Army & Navy Bulletin) has 
combined with Navy Times. All 
subscribers to Armed Force will 
receive Navy Times combined with 
Armed Force or have the option 
of receiving Army Times or Air 
Force Times for their unexpired 
subscriptions. All three papers are 
published by Army Times Publish- 
ing Co., Washington. The present 
staff of Armed Force will be taken 
over by Navy Times 


Appoints Malone, Moore 

Signal Engineering & Mfg. Co., 
New York producer of relays, sig- 
nals and code cal] systems, has 
named Malone, Moore Associates, 
New York, to handle its advertis- 
ing. 


Mitchell Gets Crown 

Lloyd Crown's WELLMade Col- 
ors, New York, has named W. 
Robert Mitchell Inc. for a newspa- 
per mail order campaign on its oil 
and water color paint kits. 


Coming 
Conventions 


HOME + COMMERCIAL + INDUSTRIAL HEATING 
30 YEARS OF SERVICE TO THE INDUSTRY 


FUEL OlL & OIL HEAT. 2 W. 45th St., NEW YORK 36 + MU 2-4786 


*Indicates first listing in this column. 


Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 12-18. National Assn. of Display 


Industries, semi-annual convention, Hotel 
New Yorker, New York 

Dec. 27-29. American Marketing Assn., 
winter conference, Palmer House, Chi- 
cago 

Jan. 22-24, 1953. Assn. of Railroad Ad- 
vertising Managers The Greenbrier, 
White Sulphur Springs, W. Va 


‘Jan. 23-25, 1953. Advertising Assn. of 
the West, midwinter conference, Fresno, 
Cal. 

Jan. 26-28, 1953. Newspaper Advertis- 


ing Executives Ass annual meeting, 
Edgewater Beach Hote!, Chicago 

Feb. 5, 1953. Associated Business Pub- 
lications, annual midwest clinics, Drake 
Hotel, Chicago. 

Feb. 9-11, 1953 
Assn., marketing conference, 
ler, New York 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York 

March 31-April 2, 1953 
chase Advertising Institute, 


American Management 
Hotel Stat- 


Point of Pur- 
annual meet- 
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ing and exhibit, Palmer House, Chicago. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago. 

Aprii 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

*June 21-25, 1953. Advertising Assn. 
of the West, Golden Anniversary meeting. 
Details to be announced later. 

June 22-24, 1953. Newspaper Advertising 
Executives Assn., summer meeting, Som- 
erset Hotel, Boston. 

June 22-25, 1953. National Industrial 
Advertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. 


Names Marsteller, Gebhardt 
Marvel Engineering Co., Chicago 

manufacturer of sump type and 

line type filters for hy draulic oils, | 


coolants, lubricants and water, has | 
* appointed Marsteller, Gebhardt & 


Reed, Chicago and Pittsburgh, to 
handle its advertising. Plans call 
for the use of trade publications 
and promotional literature. 


Lester Earle Names Cane 

Philip R. Cane, formerly an ac- 
count executive with Futterman- 
Gerber Advertising, Chicago, has 
been appointed an account exec- 
utive by Lester Earle Inc., Chi- 
cago. 
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AF, to help you evaluate 


the Oregon Market 
more profitably 


FAMILY BUYING POWER 


IN PORTLAND 
Portland families account for the 
first 1/3 of your full Oregon 
Market Retail Sales Op portunity. 


TOTAL OREGON MARKET 
BUYING POWER 


Add the other 2 


land for your 100% Oregon Mar- 
ket sales op portunity, 


Be FIRST in PORTLAND 
and FIRST in the 
FULL OREGON MARKET with 


The Oregon Market (all Oregon and 7 Southwestern Washington 
counties) is a compact buying unit of 1,827,100 consumers located 
within the primary sales influence of Portland, the Oregon Market's 
retail and wholesale center. Here is full market buying power... and 
here is where you get the full market selling power of The Oregonian. 


OREGONIAN SELLING POWER IN 
PORTLAND. The Oregonian gives you sell- 
ing power leadership with greatest circulation 
in City & RTZ. Plus—thousands more daily 
carrier-delivered than the 2nd paper in Port- 
land, where 80°, of daily circulations are in 
this important at-home classification, 


TOTAL OREGONIAN SELLING POWER 
The Oregonian gives you full selling power 


/3 outside Port- 


the Oregonian 


PORTLAND, OREGON 


Northwest 


Cirevletion in the 
223,688 DAILY forge SUNDAY _ 


throughout all the Oregon Market with larg- 
est circulation of any Northwest newspaper. 
That's why Safeway...the largest food re- 
tailer in the Oregon Market ... selected The 
Oregonian exclusively for its 30-standard- 
page 25th anniversary newspaper section — 
the largest food promotion in Northwest 
history. You sell in almost 32% more homes 
when you sell with The Oregonian! 


Represented Notionally by MOLONEY, REGAN AND SCHMITT, INC. 


1952 


Selling Job Begins 
When a Product Is 
Invented: Fistere 


New York, Nov. 25—The basic 
concept of selling is changing. Peo- 
ple are beginning to recognize that 
salesmanship includes everything 
that contributes to the salability of 
a product. 

This point was stressed by John 
Fistere, director of sales develop- 

|ment of Fortune, in a talk Friday 
before the New York Dotted Line 
| Club, an affiliate of Associated 
Business Publications. 

Pointing out that the conven- 
tional idea of selling envisions a 
sale taking place only when the 
seller personally confronts the 
potential buyer, Mr. Fistere in- 
sisted that today selling “means 
everything that contributes to the 
salability of a product from the 
time it’s conceived until it is in 
the hands of the ultimate buyer. 


@ “We all know,” he said, “a sales 
transaction can mean anything 
from a woman picking up a pack- 
age of cereal from a supermarket 
shelf to the months of negotiation 
leading up to the awarding of a 
contract for a pipeline. A sale is 
made in both instances. But who 
made the sale? What was the basic 
role of the salesman in each in- 
stance? 

“The man who sold the package 
of cereal,” Mr. Fistere said, “might 
have been Hopalong Cassidy or 
| Captain Video, and the pipeline 
salesman might have been an en- 
gineer who never even met his 
customer. 

“So in any discussion of the 
selling crisis ahead of us it is well 
to think of it in terms of all factors 
that enter in the final sale—the 
market research, the engineering 
of the product, the training of the 
sales staff, the lowering of distri- 
bution costs. Any and everything 
that enters into the final sale of 
a product must be brought to bear 
if selling is to become the solution 
of an economic problem, and not 
| merely the persuasion to buy one 
| brand in preference to another.” 


s The most glaring deficiency of 
| the American sales force today, he 
| said, is at the retail level. He sug- 
| gested that the solution seems to 

be restoration of incentive and 
| getting more young people inter- 
| ested in retailing. 
| Speaking about the wave of cut 

prices in the household appliance 
| field, Mr. Fistere said there ap- 
| pears to be no solution in sight. 
| Fortune recently completed a 
{study in the ten major markets 
in the U. S. The situation can be 
| summarized, he said, by quoting 
the findings of the Los Angeles 
study. 

“Buying at list just doesn’t exist 
here,” a spokesman for the dis- 
tributers reported. “Anyone who 
pays list price is illiterate, has a 
bad credit rating, or is just plain 
stupid.” The same could be said 
for every city in the country, Mr. 
Fistere declared. 


Two Name Bozell & Jacobs 
Consolidated Home Furnishing 
Co., Chicago and San Francisco, 
and its affiliate, Consolidated 
Home Specialties Co., Pittsburgh, 
have named Bozell & Jacobs, Chi- 
cago, to handle advertising and 
merchandising. The companies 
make appliances, housewares, 
clothing and other products which 
they sell direct to the consumer on 
an instalment plan basis. A tele- 
vision campaign is being planned. 


Promotes John Robinson 


Container Corp. of America, 
Chicago, has promoted John G. 
Robinson, v.p., to v.p. of the board 
of directors and chief executive of- 
ficer of California Container Corp., 
a wholly owned subsidiary. Mr. 
Robinson will retain his present 
title in the parent company, but 
will transfer his headquarters to 
San Francisco. 
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customer 
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supers 


Dealers Say Farmers Are No. 1 
Customers, Rate Midwest Unit 
Papers As No. 1 Sales Media 


Ask the carry-out boys who the best cus- 
tomers of Midwest supermarkets are. They 
will tell you the biggest loads of grocerieg 
go into farmers’ cars. 

Farmers of the 8 Midwest states buy 50% 
more packaged food than city families, 
That’s why Midwest grocers are always on 
the lookout for ways to build up their farny 
trade. That’s why 3 out of 4 Midwest dealer 
name the local Midwest Unit Farm Paper 
as the farm publication that will make th 
most sales for them. 


MIDWEST FARMERS ARE BIG BUYERS 


@ Farm incomes are double the average for 
the nation. 


® Farmers are their grocers’ biggest and best) 
customers. 


@ Rural population predominates, and 


@ 1,282,060, or 9 out of 10 farm families depend © 
upon localized Midwest Unit Farm Papers as_ 
their chief source of information of all kinds, | 


That’s how the Midwest stacks up as a market | 
for food—for everything it takes to operate 
modern farms and farm homes. Concentrate 
your selling efforts where good times are best. 
Buy the Unit—one order, one plate at a sub- 
stantial saving in rates. 


RICHEST FARM MARKET IN THE WORLD 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Blvd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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Along the Media Path 


@ WCAU, Philadelphia, pro- 
moting early morning radio listen- 
ing through a 26-week contest re- 
quiring written entries. Contest- 
ants must tell in 25 words or less, 
“What I Like About Radio.” Each 
entry must also have three corona- 
tion clue words which the station 
will broadcast at least once every 
half-hour from 6 a.m. to 9 a.m. The 
grand prize will be a trip to the 
coronation of Queen Elizabeth next 
June and a side trip to Paris. There 
will also be three weekly prizes. 
WCAU is backing the promotion 
with heavy newspaper space, out- 
door and a strong on-the-air an- 
nouncement campaign. 


is 


e A handy little booklet issued by 
Reader’s Digest gives a circulation 
breakdown, ad rates and list of 
1952 advertisers for the magazine’s 
six Latin American editions. 


e The Saturday Evening Post re- 
ports that its reprint offer on the 
Norman Rockwell portrait of Gen. 
Eisenhower, which appeared as the 
Oct. 11 cover, bas brought more 
than 72,000 orders. The reprints 

were offered at 10¢ apiece—to cov- | 
@r mailing and handling costs. | 
Manager Morton Bailey says news- 
Stand sales that week “were the | 
BRizhest since publication of the 
Whittaker Chambers story, run- 
Bing 115,000 above those of the 
Previous week.” 


@ Gentry advertisers have now 
gun to use the three-dimensional 
chnique which the magazine has 
en using editorially. In the 
hristmas edition, Evyan Perfume | 
», attached to its page a sealed 

Bnvelope which contained a piece 

of perfume-saturated blotting pa- 

a Rootes Motors Inc. ran a page 


| 


ith a tipped-on folder explaining 
»w a Hillman Minx car can be| 
»ught here for delivery in Eur-| 
xc; and Chipp, New York haber- 
ges used a 16-page brochure of 
Ghristmas gift items as part of its 


ad 


§ 
@ The Los Angeles Herald & Ex- 
ess has opened a new conference 
Porketin room for advertisers 
md their agencies. The room hous- 
es data on the Los Angeles market 
@ Metropolitan Sunday Newspa- 
pers Inc. compares the pulling 
power of Metro Sunday comics 
with that of national magazines in 
a new two-color 32-page booklet. 
The booklet gives Starch reports 
on 12 campaigns run in both me- 
dia. 


e KSL-TV, Salt Lake City, began 
telecasting Nov. 15 from the high- 


‘YONNE SAYS: — 

HAVE 

YOu 

SEEN 

THE 

REPORTS 

OF OUR 

10 WEEK INVENTORIES 
OF 


GROCERY SALES 


Send or call foe complete detasls of current and 
contemplated grocery store surveys. 


THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 


“Bayonne ecannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


est located transmitter in the U. S. 
—atop 9,425-ft. Coon Peak. The 
station claims coverage in Utah, 
Idaho, Nevada and Wyoming. 


e WWJ (AM, FM and TV), De- 
troit, dedicated its new $2,000,000 
studios recently, calling it “the 
largest and most modern television 
production center between Los 
Angeles and New York.” 


e Electrical West, which special- 
izes in unusual direct mail pieces, 
has sent out to admen a transpar- 
ent bag containing a sample of 
radioactive sand. If you hold on 
to the bag long enough, a space 
salesman will call and measure 
the sand’s radioactivity with a 
Geiger-Muller counter which he 
is carrying in his briefcase. 


e Sunset Magazine now is claim- 


ing a plus-500,000 circulation and 
reports it has more readers in the 
seven western states and Hawaii 
“than any other home or travel 
magazine.” Sunset says it aims at 
only one group—‘families who 
own and tive in single-family 
homes of above-average valua- 
tion.” 


e@ A new 12-page brochure issued 
by Paper & Paper Products pre- 
sents data on the dimensions of 
the paper industry and shows the 
publication’s coverage. 


e Maclean's, published in Canada, 
reports its Nov. 15 issue set a new 
high for dollar volume of advertis- 
ing. Among the ads was an eight- 
page announcement of new car 
models by Chrysler Corp. 


e The Nation’s Schools will put 
out a special issue in January to 
mark the beginning of its 26th 
year. 


e The Charlotte Observer recent- 
ly completed a renovation pro- 
gram. Two new press units were 
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installed, making possible printing 
of the Sunday edition with one 
press operation, eliminating the 
necessity of a hand insertion of 
the b&w multiple sections. As a 
result, the Observer will now be 
able to set aside one whole section 
for sports on Sundays. 


e Thesis of “America’s New Buy- 
ing Power,” a study made by Mac- 
fadden Publications, is that the 
wage earner families are “the most 
prosperous and able-to-buy group 
in the country today.” This point 
is illustrated statistically, and then 
the study concludes by stating that 
wage earners and their families 
are quite a different sort from the 
families of advertising men. Ad- 
men are told that wage earners 
and their families “ ‘speak a dif- 
ferent language’ and respond to 
different stimuli.” 


e The silk screen division of Sin- 
clair & Valentine, New York, has 
produced a new color swatch book 
for its Zephyr Redi-Mixed line of 
silk screen inks. The book is said 
to be an innovation because it 
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shows a full 3x5” card on each 
color “so that you can reaily tell 
what the color will be like in any 
| sizable area.” 


e WGAR, Cleveland, reports ad- 
vertisers are highly pleased with 
its “mer-chain-dising” plan (min- 
imum expenditure of $250 entitles 
advertiser to end or dump displays 
in 197 Kroger and A&P stores in 
the station’s coverage area). The 
station says more than 20 advertis- 
ers have realized sales gains of 
15% to 200%. Among the recent 
users are Bab-O, Peter Paul, G. 
Washington coffee, Mazola oil, 
Rival dog food, Coca-Cola, Dur- 
kee’s margarine and Fab. 

|@ The November Domestic Engi- 
| neering, which highlights remod- 
| eling through its Bay City, Mich., 
| survey, carried 224% ad pages. 
| And about 50% of the advertisers 
tied in their copy with the issue’s 
modernization theme. 


e@ American Machinist published 
its 75th anniversary issue in No- 
vember. Entitled “What’s Ahead 


We’ll bet there are probably three big factors that 
influence your decision. Check these for example— 


hw ab YOU select 


your industrial plant operating magazine 


Does the magazine circulation cover only the plant oper- 
ating men | am interested in, with no waste circulation? 
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the Next Ten Years in Metalwork- 
ing,” the issue carried 633 ad pages 
and 265 editorial pages. 


e WICC, Bridgeport, Conn., re- 
ports its October business was up 
one-third over the same month 
last year. 


e WKNB-TYV, new television out- 
let in New Britain, Conn., starts 
telecasting about Jan. 15. 


Appoints Ralph Destino 


Ralph Destino, previously a sales 
executive for Swank Inc., Attle- 
boro, Mass., has been appointed 
assistant to the president of Illi- 
nois Watch Case Co., Elgin, IIl., 
maker of Certina watches and El- 
gin American compacts, cigaret 
cases, lighters and dresser sets. 


Wilson-Collier Changes Name 

Wilson-Collier Co., Boston man- 
ufacturer of Hickory Dickery 
children’s dresses, has changed its 
name to Dubrow-Zieff Inc. Her- 
man Zieff, sales director, and Sam- 
uel Dubrow, designing and manu- 
facturing director, will continue 
to operate the business. 


\Schenley Has Model 
with Glasses That 
Won't Hold Whisky 


New York, Nov. 25—Advertisers 
seldom make passes at men who 
wear glasses. 
| That variation on a theme by 
| Dorothy Parker is appropriate to 
the Thanksgiving drive placed by 
Schenley Distributors Inc. in 260 
daily papers for its Cream of Ken- 
tucky blended whisky because it is 
Ay |a situation the company seeks to 
EE Seats pore sega rectify. 
oP ok aS ee wiieecoee Jerome Eisnitz, the Cream of 
"Stier SST eS ¢ Kentucky brand ad manager, dis- 

=r : a | covered recently that 48.6% of the 
|}men in this country wear glasses. 
“| With a little research, he found 
| out that only about 10% of all na- 
tional advertising features a model 


A message from Santa Claus to every 
husband who really loves his wife 


TIP FROM SANTA—This full-color page is 


| running in Ladies’ Home Journal for Ail wearing glasses. 


detergent, made by Detergents Inc., Colum- 
bus, O. Copy, unsigned, suggests giving | 
an automatic washer for Christmas (any 
make, they‘re all good) and points out thot 
All is specially designed for use in auto- 
matic washing machires. Mumm, Mulloy & 
Nichols, Columbus, is the agency. 


So—a bespectacled model is used 
in the current Thanksgiving ads. 

Mr. Eisnitz, incidentally, wears 
glasses himself. 

Grey Advertising Agency han- 
dles the Cream of Kentucky ac- 


count. 
Now, pass those glasses and we'll 
all have a drink. 


Form National Citrus Group 

Representatives of the Florida, 
California, and Texas citrus in- 
dustries have formed the National 
Citrus em Committee, 
to back a nationwide promotion 
for both fresh and processed citrus 
products, stressing their health 
and refreshment qualities. Special 
store posters will be available, and 
material costs will be pro-rated 
between Florida and California on 
the basis of production. Texas will 
not participate in the costs divi- 
sion because of the disastrous 
freeze in the area last season. The 
following promotional periods 
have been announced: Jan. 15-24, 
“Citrus for Winter Health”; March 
5-14, “Citrus Sunshine Roundup”; 
April 23-May 2, “Spring Citrus 
Fiesta”; June 11-20, “Summer 
Citrus Picnic,” and July 23-Aug. 1, 
“Beat the Heat.” 


Names Harold Cabot & Co. 

Vogue Dolls Inc., Medford, Mass., 
and ‘New York, has appointed 
Harold Cabot & Co., Boston, to di- 
rect its advertising. 


your product. 


J 
here are five outstanding reasons for placing PLANT ENGINEERING on your 


advertising schedule 


“Does the magazine circulation cover only the plant operating 
men I[ am interested in, with no waste circulation?” 
To find the answer to this question, check these facts— 


a. There are 24,269 plants of 100 employees or over, which 
employ 75% of all industrial employees in the Country. These 
plants represent 76% of the total value of all manufacturing. 


2. There is at least one plant engineering functional man in each 
of these 24,269 plants. 


3. In the 1,404 plants in the Country with more than 500 em- 
ployees, there are approximately 4 plant engineering men. 


4, Simple arithmetic then shows three times 1,404 which equals 
4,212, plus 24,269, or 28,481 key plant engineers in the 
important plants in the Country. 


§, Ptant Encineerine, with a circulation of 32,100, representing 
over 24,000 plants, enables you to “pin point” your advertising 
to the greatest number of plant engineering men, without 
wasteful circulation to minor buying influences. 


6 Check these plant figures and Pant ENGINEERING figures 
against any other industrial plant magazine circulation. Find 
out how many plant engineering men you actually reach at 
the same low unit cost. 


Buy only the functional coverage you need. Direct your sales 
message to the one group of men who must know about your 
product. Remember . 


. . Sell the plant engineer and you've sold 


f your product. 


1], Reaches 32,100 plant engineering men . . . more plant engineers than any other 
industry trade 


paper. 


2. 
we 
a 


operating paper. 


Reaches over 24,000 key plants in the United States, which are responsible for 
purchasing 76% of the Country's industrial plant equipment. 


Reaches more plants with 100 employees or over, than any other industrial plant 


For more detalied facts . 


@ REMEMBER . . . soit the piont 
engineer... and you've sold 


+ «write for 
PLANT ENGINEERING'S “Comparison 
Test.” Technical Publishing Company, 


110 South Dearborn St., Chicago, Ill. 


Pin points your sales message to your number one buying influence of plant 


equipment at the lowest cost per thousand. 
5. Guarantees editorial material in every issue of vital interest to all of its readers. 


These five statements cannot be duplicated by any other industrial 
plant magazine. Compare PLant ENGINEERING with any other industrial 


magazine on these five points. 
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DISSAPOINTED 
WITH YOUR 


pepRODUCTIONS 


Call Pontiac and 
let us tell you why 
the six services that 
Pontiac offers assures 


you of so much 


in reproduction values. 
No doubts as to the 
results and a consequent 
realization that art, 
photography, typesetting, 
photoengraving, 
electrotyping or colof 
process all should be 
considered for that perfect 
job! And whether you try 
one service or all you'll 
love those results 


Call or write and let us) 
tell you more. 


UNIFIED 


SERVICES 
TYPOGRAPHY 
ENGRAVINGS 
PHOTOGRAPHY 
ELECTROTYPING 
COLOR PROCESS 
ART WORK 


RARE VBS NENT aM Ce et PRE IEE RS le Rg ABA 8 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


E 
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TBA Business Keeps on Growing, and 
Oil Companies Plan to Promote It 


Sr 


25—Success in 
battery and 
business rests in the 
hands of one person—the indivi- 
dual dealer or service station man 

This fact was emphasized re- 
peatedly here last week at the an- 
nual meeting of the Oil Industry 
BA Group. No amount of adver- 
tising, sales promotion or other 
effort is going to work, it was 
stressed, unless the dealer knows 
how to capitalize on it. 

That TBA is no longer a baby 
business of service stations but a 
multi-billion-dollar field was: un- 
derscored by J. A. Welch, v.p. and 
general sales manager of Arkansas 
Fuel Oil Co., Shreveport, La 

Of the 200,000 or more service 
stations now operating, 150,000 are 
selling the petroleum products of 
an oil company having a TBA pro- 
grum, Mr. Welch said. He stated 
that, exclusive of gasoline, it is 
estimated that more than $5% 
billion in products and services 
will be purchased this year for 
52,000,000 vehicles in operation. 


Louis, Nov. 
the oil industry's tire, 


iwcecessory 


® George B. Miller, Richfield oil | 


™% Corp., Los Angeles, asserted that | 
Mhe “1952 service station has come 


Mi age. It is geared to our chang- 
inv environment—to our changing | 
Way. of life. It provides soft drinks 
And softer toilet seats.” 
+ Mr. Welch told the some 500 
— attending the meeting that 
«y represented a “potential TBA 
Polume of $3 billion annually 
$250,.000,000 monthly—over $8,- 
0,000 daily—over $90 every time 
e clock ticks.” 
But he further asserted that to 
alize this potential the industry 
ust have good public relations, 
Must keep abreast of the suburban | 
“Movement, must broaden its dealer 
jucation program and must ad- 
Yertise to keep “our name con- 
@antly before the motorists.” 
Under public relations, Mr 
elch stressed there is no ques- 
fon but that the public is 
@nd it can “pauperize” one indus- 
fy by buying the services of an- 


@her 


“boss” 


| 
Mr. Welch said that “without 
iblic approbation, no business 
philosophy can continue to exist, 


much less grew and develop and 
gain new disciples.” 

Under urbanization, Mr. Welch 
said estimates place the number 
of passenger cars by 1960 at 54,- 
000,000. Therefore, he said, con- 
sideration must given to ex- | 
panding through suburban areas, 
and “we must justify these ex- 
penditures through the sale of our 
TBA merchandise.” 

Mr. Miller told the group that 
the TBA potential in 1953) 
is expected to reach an estimated | 
$3'4 billion. More than $1 billion, | 
he said, is now spent annually on | 
tires alone and this amount is in- 
creasing every year | 

Consequently, he said, it of | 
primary importance to stress the 
value of the individual service sta- 
tion and to do this the dealer must 
use proper merchandising displays, 


be 


sales 


is 


proper advertising methods and 
inticipate tire needs 

@® A case history of the type of 
successful advertising program in- 
stituted by one oil firm when it 
went into the TBA field was de- 
scribed by E. F. Kalkhof, adver- 


tising manager, American Oil Co., 
Baitimore. 


Judging by American's experi- 
gD) i 


ence, Mr. Kalkhof said, the let- 
ters “TBA” could more aptly be 
termed “tremendous business as- 
set.” 


The firm started its promotion in 


1944 and built it around the al- 
ready accepted trademark of 
“Amoco.” In five years, Mr. Kalk- 


said, Amoco’s TBA volume 


hof 


| thereafter, 
| under 


| manufacturer 


|& Printing Co., 
| president 


The new outlets 


jumped 750% 

The firm's first TBA advertising 
program: and those since have 
been built around 24-sheet posters 
Its market, which reaches from 
Maine to Florida, was saturated 
with these posters. 

Along with this program, Amoco 
started two educational drives— 
one for its own employes and one 
for dealers. This phase included 
ads, bulletins, flyers and letters. 

Regional magazines, newspapers, 
radio and television also were in- 
corporated, but the heart of the 
drive was still the outdoor. 


‘Hail the Champ’ Returns to TV 


“Hail The Champ,” 
duction which ran two years on 
the West Coast, will return to the 
American Broadcasting Co. TV 
network Saturday, Dec, 27, and 
will be seen on alternate weeks 
10:30 to 11 a.m., CST, 
sponsorship of Fred W. 
Co., Danville, Ill, candy 
The program was 
placed for 52 weeks by Henri, 
Hurst & McDonald, Chicago. 


Amend, 


Graphic Arts Assn. Elects 

John A. Bell, Sentinel Bindery 
has been elected 
of the Graphic Arts 
Assn. of Milwaukee. Other officers 


elected are E. E. Radloff, C. B. 
| Henschel Mfg. Co., Ist v.p.; Victor 
Schwarze, Krus Co., 2nd v.p.; Phil 
Hays, Wisconsin Cuneo Press, 


treasurer, and Kenneth Wollaeger 
Northwestern 
secretary 


ABC Adds Three Stations 
American Broadcasting Co., 
York, has signed three new radio 
affiliates, making a total of 351. 
KABI, Ketchikan, 
and KJNO, Juneau, Alaska, and 
WRNO, Orangeburg, S. C 


Lithographing Co., 


New 


Nash Buys Video Sports 

Nash Motors Division, Detroit, 
has joined Old Gold and Piel’s 
as co-sponsor of the televised 
Madison Square Garden _ sports 
schedule over WPIX, New York. 
Geyer Advertising is the agency. 


Appoints Ginny Evans 

Ginny Evans has been appointed 
publicity and promotion director 
of Les Lear Productions Corp., 
Chicago. She formerly was on the 
editorial staffs of ADVERTISING AGE 
and Radio Daily. 


moppet pro- 


| fen Co., 


' 


Now at a popular price— 
the Connoisseur’s Coffee 


Pay no . on 
seurs ul 

at sfc / 

aroma and Whe 

Coffee, y eter 


3 WAYS BETTER 
1. Betwer Coffees 
2. Better Blending 


3. Better Roasting 


Be a Caswell’s Connoisseur and 
Taste the Pleasure of Better Coffee 
AT YOUR GROCER'S in Drip and Reguler Grinds | 


FOR A TEST—George W. Caswell Co., San 
Francisco, is trying out retail store selling 
and advertising in the Sacramento market, 
using newspaper ads like this and other | 
media. Elsewhere it relies on home de- 
livery. If the test succeeds it will switch to 
retail distribution in all areas. Hoefer, 
Dieterich & Brown is the agency. 


Flexa Steel to Paul Stetfen 
Flexa Steel Products Inc., Chi- 
cago, has appointed Paul J. Stef- 
Chicago, to handle its ad- 
vertising. The company makes ad- 
justable steel framing for storage 


racks. Trade publications wil! be | 
used. | 
| Gould-Mersereau to Sterling 
Gould-Mersereau Co., New York | 
drapery hardware manufacturer, | 
|has appointed the industrial divi- | 


’| York, to handle its advertising, ef- 


sion of Sterling Advertising, New | 


Harold Marshall 
present agency. 


fective Dec. 1. 
Advertising is the 


MacKay to Anderson & Cairns 

John F. MacKay, formerly v.p. 
and copy chief of Pedlar & Ryan, 
has joined Anderson & Cairns, New 
York, as copy chief. His entire 
business career has been with Ped- 
lar & Ryan. 


Woodrum, Carney Moves 

Woodrum, Carney & Staff, Hon- 
olulu, has taken over the entire 
first floor of the Professional Bldg., 
retaining existing art department 
quarters. New personnel has been 
added. 


Geyer Appoints Kern 


George Kern, formerly manag- 


er of the radio-TV production and 
traffic 

Bowles, 
director of radio 
Geyer Advertising, 


departments at Benton & 
has been named associate 
and TV media at 
New York. 
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National Nielsen-Ratings of Top TV Shows 


Two Weeks Ending Oct. 25, 1952 


All figures copyright by A. C. Nielsen Co. 
Total Homes Reached Program Popularity* 


Rank p (000) = 

a rogram ) 

1" I Love Lucy (Philip Morris, CBS) ....12,363 "I", ove Lucy (Phite Morris, CBS) ....603 
2 Colgate Comedy Hour (NBC) . 9,865 2 Godfrey's Talent Scout (Le ae 
3 Arthur Costrey & Friends (Liggett id a Se 

& Myers, CBS F ’ Lipton, CBS) ................ 5 
4 Texaco Star Tessier (NBC) . 8,867 3 Arthur Godfrey “& Friends —— 
5 Pabst Bouts (CBS) ... 850 & Myers, CBS) ........ Suedennnstl 54.5 
6 Philco TV Playhouse (NBC) 8.406 4 Texaco Star Theater (NBC) 54.5 
7 Gangbusters (Liggett & Myers, NBC) 8.140 5 Colgate Comedy Hour (NBC) . 53.0 
8 You Bet Your Life (DeSoto- 6 Gangbusters (Liggett & Myers, NBC) . 49.8 
Plymouth, NBC) 7.897 | 7 @abet Geuts (CBS) .............. 48.4 
9 Goodyear TV Playhouse (NBC) 7,896 8 Philco TV Playhouse (NBC) ........ 46.7 
10 Arthur Godfrey & Friends (Toni 9 Goodyear TV Playhouse (NBC) ...... 44.3 
DME chitcanaddasadabesseens 7,558 10 Life with Luigi (Gaines Dog Food, CBS) .43.6 
*Per cent of homes reached in areas where program was telecast. 
Trendex TV Ratings 
Ten Multi-Station Cities ; 
Nov. 1-7, 1952 

Rank Program Rating Rank Program Rating 
1 I Love Lucy (Philip Morris, CBS) .. 585 6 T-Men in Action (Borden, NBC) - 30.7 
2 ews Talent Scouts (Lipton, 43.1 7 Our Miss Brooks (Sanka, CBS) . 30.5 
3 Godfrey & Friends (Pillsbury, “| © Veur Show of Shows (Seserel 

Toni, Chesterfield, CBS) .......... 41.3 sponsors, NBC) .............. s+» 30.5 

4 Dragnet (Liggett & Myers, NBC) . 40.8| 9 What's My Line (Stopette, CBS) .... 30.4 
5 Jack Benny Show (Lucky Strike, CBS). 36.7, 10 Strike It Rich (Colgate, CBS) ...... 29.3 
GREAT MOTION PICTURES ARE PROCESSED BY PATHE 

4 , AJ 9, 
Director HOWARD HAWKS says: 


‘very frame of every one of my 
pictures must meet the most rigid 
Specifications in our industry. That's 
why T insist on lab work by Pathé.’ 
Pathé processed Mr. Hawks’ latest 


picture, “Big Sky.” May we talk 


about doing your next picture? 


Pathe Laboratory Facilities: 
BLACK WHITE 
a subsidiary of Chesapeake Industries, Inc 


Both New York and Hollywood Have Complet 
35MM ° 16MM e COLOR . 


Pathé Laboratories, Inc. is 


AND 


the New York station 


where listeners listen 


and sponsors sell... key 
station of MUTUAL 
Broadcasting System 
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Caloric Introducing 
New Clothes Dryer 


Topton, Pa., Nov..26—The new 
Caloric automatic gas clothes dryer 
will be introduced to consumers 
shortly through a campaign in 
about 16 magazines and farm pub- 
lications. 

Caloric Stove Corp. has adopted 
the theme “Lo-Heet, Hi-Breeze” 
to stress the principle of using 
lower heat and greater air circula- 
tion than other clothes dryers. 

The 16 publications tentatively 
scheduled are those Caloric now 
uses to promote its gas ranges 
They are American Home, Bet- 
ter Homes & Gardens, Capper’s 
Farmer, Country Gentleman, Fam- 
wy Circle, Farm Journal, Farm & 
Ranch-Southern Agriculturist, 
Good Housekeeping, Household, 
Ladies’ Home Journal, McCall’s, 
Progressive Farmer, Small Homes 


Guide, Successful Farming, Wo- 
man’s Day and Woman’s Home 
Companion. 


1952 


The consumer ads are supported 
by a campaign in _ publications 
reaching the appliance and hard- 
ware trades. McKee & Albright, 
Philadelphia, handles the account. 


NBC Appoints Golden 

Richard W. Golden, formerly 
with Lester Lewis Associates as a 
program producer and writer, has 
joined National Broadcasting Co., 
New York, as manager of sales de- 
velopment and research for spot 
sales. 


Mathews Gets New Post 


Norman Mathews, 


Newsprint Supply ‘Just Adequate’ Now: 
Shortage Would Hurt Southerners First 


Wuite SULPHUR SpRINGs, W. VA., 
Nov. 25—With the question of 
prices ruled out of bounds as pos- 
sibly too explosive, a seven-man 
newsprint panel told the Southern 
Newspaper Publishers Assn. here 
the outlook for the next year seems 
to be “a comfortable balance” be- 


tween supply and demand of 
newsprint. 
But the long-term outlook is 


|} something else again, the SNPA 


previously | 


TV film production supervisor at | 


Ruthrauff & Ryan, has 


been | 


named manager of radio-TV com- | 


mercial production for Dancer- 
Fitzgerald-Sample, New York. 


Named by General Teleradio 


Terry Turner, formerly director 
of exploitation for RKO Radio 
Pictures, will join the staff of Gen- 
eral Teleradio, New York, on Dec. 
1. His duties are expected to be in 
the promotion field. 


REPRODUCTIONS (£~%. 


FROM 


KRODACH ROME 


£ ee 


“ 


LIKE LIFE Ra 
wa 
ITSELF 3& ¥ 
\ ~ Paciasive techniques 


\e"“ retaip’the natural charm 


and realism of this 
difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 
the transparency. 


G 
Cngraers, Inc. 
Beautiful Color Work « Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 


Telephone STate 2-5367 


| southern newspapers 


| lications in the South 


| Fowler 


learned at its convention, which 
ended Saturday. 

D. Hiden Ramsey of the Ashe- 
ville Citizen-Times warned that 
“we must regard the future with 
anxiety.”” He said the newsprint 
product was “just adequate’’—that 
any substantial increase in news- 
paper circulation or advertising 
would “demoralize” the newspa- 
per industry. 

“The safety factor is so small,” 
he added, “that any obstacle to 
newsprint production would re- 
sult in a supply stringency.” 


® In such an event, he predicted, 
“would be 
the chief sufferers,” pointing out 
that between 1946 and 1951 pub- 
accounted 
for 60% of the circulation increase 
of all U. S. newspapers. 

R. M. Fowler, president of the 
Newsprint Assn. of Canada, said 
U. S. newsprint consumption is in- 
creasing annually at the average 
rate of 130,000 tons. This year, 
American newspapers wili eat up 
some 6,600,000 tons—a figure that 
may well go to 8,700,000 tons an- 
nually by 1975. 

As for the immediate future, Mr. 
reported that Canadian 
mill capacity will go to 5,700,000 
tons by next Jan. l—a gain of 
160,000 tons over 1952. 


8 The SNPA, which will see three 
newsprint mills in operation in its 
14-state territory by the early part 
of 1954, was urged by Cranston 
Williams, general manager of the 
American Newspaper Publishers 
Assn., “to start thinking about a 
fourth mill.” 

But August B. Meyer, president, 
Bowater Paper Co., which will be- 
gin its mill operation in Tennessee 
in March, 1954, pointed out that 
it is costing $55,000,000 to build the 
Bowater plant, as compared to 
$5,000,000 for a similar operation 
pack in the 1930’s. “It is foolhardy 
to build new mills at today’s costs,” 


he said, “unless the consumption 
is assured.” 

George C. Biggers of the Atlanta 
Journal-Constitution had “no 
sympathy” with the idea that pos- 
sible short newsprint supplies 
could be met by reducing the 
page size of newspapers and in- 
creasing advertising rates. He said 
national advertisers “couldn't get 
along on less space” and he told 
the publishers that “we couldn't 
hold our own with competing me- 
dia.” 


® The only time anyone touched 
on the question of newsprint prices 


came when Mr. Fowler responded | 


to a demand from the floor. The 
producer representative said 
“newsprint manufacturers’ profits 


are good for publishers” because | 


“if there were no profits, the Ca- 
nadian mills would not have had 
the money needed to expand” and 
thus meet increased U. S. news- 
print demands. 

An advertising panel was com- 
posed of E. Julian Herndon of the 
Little Rock Democrat, chairman; 
Ralph Callahan of the Star, An- 
niston, Ala., and Loyal Phillips of 
the Independent, St. Petersburg, 
Fla. 

Mr. Phillips, who said he is 
in favor of cooperative advertising, 
urged that “we put pressure on 
retailers and area distributors so 
we can increase the co-op money 
we're getting.” He said that lots 
of advertisers would drop the 
newspaper medium if co-op was 
discontinued. 


® Mr. Herndon reported a scarcity 
of capable advertising help on 
southern newspapers. And Mr. 
Callahan endorsed incentive pay- 
ments to ad salesmen, “who are 
the men who produce 75% of a 
newspaper's revenue.” 

The panel also proposed that the 
convention take action on “if, 
when and how to change column 
widths.” 

In a group conference for news- 
papers with circulations of 50,000 
and up, attended by 39 publishers 
and other executives, 12 reported 
they have recently increased local 
advertising rates. Three got “seri- 
ous complaints” as a result of the 
boosts. This panel suggested early 
delivery of newspapers te sub- 
scribers to avoid conflict with 
evening TV programs. 

Mr. Biggers of the Atlanta Jour- 


The only worthwhile investment is one 


that pays off. 


Advertising on WOR is really worthwhile! 


For years, WOR has paid off with more sales 


for more advertisers than any other 


station in the country. 


WOR, the most sales-effective station in the 


U. S., serves 26,000,000 people in 14 states, 


and provides them with programs they listen 


to (WOR is first choice among listeners in 


both news and women’s service programs). 


j You'll find it worth your while to learn 


what WOR can do for you. 


| 


\ 
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nal-Constitution reported that 
“zone” advertising in Atlanta has 
proved good for increasing circula- 
tion and building ad volume. Un- 
der the zone setup, a paper might, 
once weekly, offer advertisers lo- 
cated beyond the downtown sec- 
tion a 50% cut in the ad rate set 
for the downtown advertisers. 


® A circulation panel was headed 


by Jack Estes of Dallas, SNPA 
circulation consultant, who re- 
ported that a survey of some 


southern papers showed 14 have 
raised their prices, 19 are in the 
process of raising and 20 have done 
nothing. The consensus of the 
panel was that price increases 
might cut back circulation a little 
initially, but the long run would 
show gains in business and a re- 
capturing of the lost circulation. 
The resolutions committee, re- 
porting at the close of the conven- 
tion, urged that the association 
seek out desirable newsprint mill 
sites in the South and interest 
new capital in building more mills. 
It also proposed that the American 
Newspaper Publishers Assn. be 
asked to set up a national commit- 
tee of newsprint users and pro- 
ducers. A third resolution called 
for strong support of forestry con- 
servation measures. All resolu- 
tions were adopted unanimously. 


Monsanto Names Miss Herbst 
Margaret Herbst has been age 
pointed consultant in public ré- 
lations activities concerning Kril 
um soil conditioner and other pro 
ucts handled by the merchandisi 
division of Monsanto Chemic 
Co., St. Louis. Her activities w 
be concentrated in the easte 
states and she will report to t 
advertising and public relatio 
department headquartered in 
Louis. : 


: 
Appoints Jay Gabriel Bumberg 
Children’s Book & Record of the 
Month Club, New York, has ape 
pointed Jay Gabriel Bumberg A 
vertising to direct advertising i 
all media. Immediate plans call fe 
tests in the Christmas market pl 
some direct mail. Future plans in 
clude newspapers, magazines an 
business papers. ; 


Appoints Goold & Tierney 


Capitol kitchens division of Hu 
beny Bros. Inc., Roselle, J 
manufacturer of stee! kitchen cab 
inets ard sinks, has aaa 
Goold & Tierney, New York, té 
handle its advertising. Consumer 
and business publications will be 
used. Michel-Cather is the pre- 
vious agency. 


‘Oregon Journal’ Boosts Putz 

George H. Putz has been pro- 
moted to classified manager of the 
Oregon Journal, Portland. He has 
been with the paper since October, 
1940. 


“aloe Coupon 
yom 


“Coupons are used to win 
new customers and to hold 
present ones. 


Eureka designed coupons 
produced on “ESPCO” Safety 
Paper afford protection against 
counterfeiting. Safety poper 
coupons ore more effective, 
attractive and indicote volue. 


Write today for information 
and sample of various types 
of coupons such as we produce 
for leading companies. 


Eureka Specialty Printing Co. 
Specieity Division 
567 Uectric Street, Scranton, Pa. 


Manes OF COUPONS CHmTIICATIS 


THROUMG STAMPS POSTER STAMPS AND 
GUMMID STaTiONta ITEMS, 


RoE es 


EP erent 


so Sg hee Gad ee eB 4 i ae ee ee ee er hae Ee 
ee fn eo een ay, righ > eer ja ae» aa ae pact aes Bae coy apes: re eee : tea 
Coeeeot | ide eae eta ees Bir =.) Re amen open = aa prey tees >) See ge Ree : 
a roe = | al aS: Cone, § iy: “oe . Ee ts ey 3st eee eho. ae Pe sea Bs sila | 2 
ce emer: ae eee ae A ec Se ee Gee eae 5 Ra sas ee 
ee Case. ie Ges ‘a 3 a Pre a ae i ages | hie | we Me oy RT “ot ae i ne ae i a a Sl ae es aa 
os « 2 ait; 
ie a; 
ral 
; eee—“;iCtitsS*CdsC = “ 
: mal’ ces 
ea a ae = nie 
e a pe Pp | : 
oe a ety 
y fee ores. S 
Wid. t _ . 
as ~~ 
e 
4 a 
, eee 
fe ae 
PO : € 
F - a # 
: ce ee ; 
, € en aa te: 
| a ‘ = ae 
* ~ <a) 
: _ 
’ — 
Po ! ae 
: “Ney a 2 
yi , 4! . = . 
e - r ats 
: ] iS 
| Dee : 
> | 5 ie 
-~ a Fe 
i i | Soares 
|‘ fe 
; 2 Fa 
> A 
J : '. Es Ki 
ie 
: aE fag 
; } eo i oe 
= «age 
Sy f | aS 
ee ” > 
i feo: 
} | ee { 
i «eee 
| ee ed 
| ee 
: - 
} ce 
| ye : 
} 4 J 
‘ P 
rs q 
{ eC ar 
wri | ‘ 
; ae ’ 
| Pe a ‘ 
4 | | Se ‘ 
aS ee 
po ' | 
1 i ‘ 
| oe s 
é 
% ; Los 
om = Wy ) Pee. wae 
| EES es coe 
ee: Y Dt, 
A . fa 3 
} ie Vier Beye: Fi : } #i ager ‘ ty Ae re GAY \ 
ait erk Rape seer 8s of ), ae a ie . aia eee we ee OL 4 a a oy i bee <. a so ee se Lt oe NES ees Se ne a wa a 


66 


Promotes J]. Howard Smart 

J. Howard Smart, since 1934 
sales manager for Tuttle & Bailey 
Inc., New Britain, Conn., manu- 
facturer of heating and air dis- 
tribution products, has _ been 
elected president. 


Plymouth Cordage Buys Rival 

Plymouth Cordage Co., Plym- 
outh, Mass., has purchased the 
assets of Virginia Cordage Co., 
Petersburg, Va. 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


Home Office 
420 North Michigan Avenue 
Chicago 11 


‘Package Testing 
for Food and Drug 
Items Gains: Kratf 


Cuicaco, Nov. 25—Pre-testing of 
packages, which has gained accep- 
tance much more slowly than that 
of copy. will ultimately cut the 
high mortality rate among drug 
ind grocery products, according 
to Norman E. Kraff, president, 
Food Research and Advertising, 
Chicago 

For some reason, advertisers 

| shrink from placing their glamor- 

ous new products under the handi- 
caps of high altitude on store 
shelves and stiff competition from 
established lines, Mr. Kraff told 
Chicago Post 170. American Le- 
xvion, yesterday. However, they are 
| gradually reconciling themselves to 
this necessity, he said. 


e Mr. Kraff showed the legion- 
naires a parade of packages, some 
of which have lived up to their ex- 
pectations, others which were des- 


you. 


rely 


e “Point of sale” depends on point 
of view. If you consider your main 
point of sale the buyer’s office where 
quantity orders originate, then 
Heinn Loose-Leaf Binders can be- 
come indispensable sales tools for 


“Point-of-Sale” 
MERCHANDISING 


am! Means Sales 
a Volume for You! 


Successful merchandisers in 


almost every American industry 


heavily on Heinn custom de- 


signed covers for catalogs, service 
manuals and other presentations. 
Firms like those represented here 
use Heinn sales tools to develop 
extra sales volume... 
operational cost per unit per year. 


at the lowest 


HEIN 


Originators of the Loose-leaf System of Cataloging 


Lal 

' 

' MAIL THIS COUPON TODAY 
1 

t THE HEINN COMPANY = 

| 320 W. Florida St., Milwaukee 4, Wis. C Catalog Covers 

‘ C) Proposal Covers 

° Information, please. () Easel Presentations 

: [] Price and Parts ( Salesmen’s Binders } Plastic Tab 
' Books [) Sales and Instruction Indexes 

! () Acetate Envelopes Manuals 0 Sales-Pacs 

' Fe | as 
§ COMPANY_—_— iaaites 

! ADDRESS en Se 
i CITY STATE 


APPLIANCE TRAIN—General Electric is showing its line of 1953 
oppliances to distributors on two trains now traveling to key 
centers in the nation. These views show distributors (left) taking 


© break between sessions and listening to Kenneth Roe of tl 
GE major appliance division, Louisville, describe features of 
new refrigerator. Each car has a lecture room and exhibit hall 


tined to blush unseen in retail out- 
lets. 

He exhibited some outstanding 
packages, including the Helen 
Gates loaf of bread, encased in a 
zipper container and containing a 
premium in the form of a sand- 
wich bag to keep the children’s 
school sandwiches fresh. 

Packaging techniques are im- 
proving rapidly, Mr. Kraff said, 
and even more startling innova- 
tions will result from the mass of 
experimentation now being con- 
ducted. 


Rodak Launches Yule Drive 


Eastman Kodak Co., Rochester, 
is using 82 newspapers in metro- 
politan centers in a special pre- 
Christmas push for its cameras. 
Two ads of 785, 1,176 and 1,470 
lines will appear on Dec. 2 and 9 
in evening papers and on Dec. 3 
and 10 in morning papers. Tie-in 
aids are offered dealers. J. Walter 
Thompson Co. and Charles L. 
Rumrill & Co. are listed as the 
agencies for Eastman Kodak. 


Names Walter |. Gallagher 

United Metal Goods Mfg. Co., 
Brooklyn manufacturer of chromi- 
um holloware, electric clocks and 
ornamental clock combinations, 
has appointed Walter J. Gallagher 
Advertising, New York. Included 
will be the United Clock Corp., a 
division. Trade publications will be 
used. 


MacManus Moves Offices 

MacManus, John & Adams, De- 
troit agency, will move its offices 
to Bloomfield Hills, Mich., on Dec. 
a 


Canada’s Private Broadcasters Aren't 
Happy over Eased Rule on TV Licenses 


Ortawa, Nov. 25—The Canadian 
yvovernment has made a slight con- 
cession to would-be private tele- 
casters, but it has made them 
anything but happy. 

Private interests will be allowed 
a small share of the development 
of TV in Canada, it was announced 
last Thursday, opening day of 
Parliament. They will be granted 
licenses for stations in areas not 
served by Canadian Broadcasting 
Corp. TV outlets. 

This is taken to mean the gov- 
ernment-owned CBC will serve the 
big cities, and private interests are 
to be barred from the major cities 
and possibly from some smaller 
ones. The CBC is to judge whether 
a private station may be built in 
a given area. 


8 Toronto, Montreal, Ottawa, Hali- 
fax, Winnipeg and Vancouver are 
or will be served by the govern- 
ment corporation. CBC now has 
stations in Toronto and Montreal 
and probably will have Ottawa 
service in 1953. Amnouncement 
has just been made that TV out- 
lets will be built in Halifax, Win- 
nipeg and Vancouver. 

The announcement brought 
quick protests from private broad- 
casters. They want to compete in 
the major cities and be rid of 
CBC’s licensing and other super- 
visory control. 

Among the comments: 

T. J. Allard, general manager of 


Some spots 
are better 
than others 


In Los Angeles, where retail food sales total more 
than 242 billion dollars per year, KNBH has best 
spot availabilities. FOODS FOR THOUGHT, on 
Monday thru Friday, 11-11:30 AM, offers top 
merchandising assistance, big audience. Stars are 
hard-selling Jane Hawkins and Jimmy Wallington. 


For the best spot, at the right 
time, at the right place use 


* a” B H Channel 4 


HOLLYWOOD 


Represented by 
NBC SPOT SALES 


the Canadian Assn. of Broadcast 

ers: “The announced policy per 

mits CBC to establish by its ow: 
choice a monopoly on television 
in the commercially attractiv 

areas, leaving remote and outlyin 

areas to be served by non-govern 

ment capital...Experience ha. 
shown that the CBC’s monopoly is 
driving the majority of Canadian 
viewers to U. S. programs... 

“This policy will set back by 
years the provision of television 
programs that Canadians will look 
at and the general development 
of the Canadian television indus- 
wy.” 


#@ D. Malcolm Neill, chairman of 
CAB: The meaning of the an- 
nouncement “is at present known 
only to the government and the 
CBC. It could exclude 20 cities o 
only the two in which the CBC i 
now operating television on a lim 
ited schedule.” 

Harry Sedgwick, manager of ra- 


|dio station CFRB, Toronto, said 


the step is in the right directior 
but does not go far enough. Hi 
predicted the government ulti 
mately will have to bow to publi: 
demand and grant licenses to pri 
vate stations in big as well a 
medium-size cities. 


Westinghouse In Yule Drive 
The electric appliance division 
of Westinghouse Electric Corp. 
Mansfield, O., is using the week of 
Dec. 1 for a special “Betty Furness 
Week” Christmas promotion. The 
drive features electric housewares 
and bed coverings. A full-page, 
full-celor ad featuring Miss Fur- 
ness in the Nov. 22 issue of The 
Saturday Evening Post broke the 
promotion and the same ad is be- 
ing run currently in the Dec. 1 is- 
sue of Life. A similar ad appears 
in the December issue of McCall’s. 
Electric housewares also will be 
featured on Westinghouse’s TV 
show, “Studio One,” on Dec. 1. 
Fuller & Smith & Ross, Cleveland, 
handles the account and McCann- 
Erickson, New York, places West- 
inghouse’s radio-TV business. 


‘Cue’ Boosts Circulation, Rates 
Cue, New York, has reached a 


| circulation of 100,000, an 11% in- 


crease over its present guarantee. 
A new space rate will be effective 
with the issue of April 4, amount- 
ing to approximately one-half of 
the circulation increase. A b&w 
page will go from $900 te $960. The 
rate raise is based on circulation 
increase only and not because of 
higher operational costs, the publi- 
cation points out. 


Promotes Robert A. Kubicek 


TV Forecast, Chicago weekly 
television publication, has pro- 
moted Robert A. Kubicek to as- 
sistant to the publishers. Mr. Kub- 
icek, who relinquished the post of 
editor-in-chief to serve as a mem- 
ber of the U. S. Counter Intelli- 
gence Corps, will be in charge of 
the advertising division of Tele- 
vision Forecast Inc. 
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“It’s beautiful, and the 
recipes look so easy” 


nl 


“ey "Our 


) 
el DATE Les 


In ever-growing numbers, electrical appliances 
flow into American homes. Inventive genius, beauty 
of design and color, and precision manufacture 
have built this great industry. 

Mass production and skillful use of the printed 
page — persuasive, colorful brochures, catalogues 
and “how-to-use” literature — have converted yes- 
terday’s luxuries into today’s necessities — have 
brought us countless comforts and conveniences. 

Enhancing the pictorial realism and buy-urging 
appeal of many successful printed salesmen are X FORD PAPERS 
the clean, sharp reproduction features of Oxford 


papers. Oxford papers, coated and uncoated, pro- Help Build Sales 


vide fit foundation for pages that sell. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N.Y. } OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, IIL 


MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 
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XFORD PAPERS 
Help Build Sales 


Foundation for printing that sells, Oxford papers — 250,000 
tons a year — are specification-preferred. Both quality and 
cost considered, it pays to choose from the many Oxford 
grades, coated and uncoated, for catalogues, brochures, labels, 
wraps, magazines, books and other printing and converting 


jobs. Your Oxford Merchant can help you. 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


COATED PAPERS UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 

Super Litho 

Duplex Label 


Polar Superfine Ename! 

Maineflex Enamel 

Maineflex Enamel Cover 

Maineflex Enamel, Coated One Side 
Mainefold Enamel 

Mainefold Enamel Cover 

North Star Dull Enamel 

Seal Enamel 

Engravatone Coated 

Coated Publication Text 


OXFORD PAPER COMPANY, 250 Park Avenue, New York 17, \. 2? 


MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 
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Through 


Albany, N. Y 
Atlanta, Ga 
Augusta, Maine 
Baltimore, Md 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 
Buffaio, N. Y. . 
Charlotte, N. C. 


Chicago, Il. 


Cineinnati, Ohio . 


Ohio 
Columbus, Ohio 
Dayton, Ohio 


Cleveland, 


Des Moines, lowa 
Detroit, Mich 
Fresno, Calif. 
Hartford, Conn, 
Indianapolis, Ind 
Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 


Jacksonville, 


Knoxville, Tenn. 
Lincoln, Neb. . 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Ky. 
Lynchburg, Va. 
Manchester, N. H 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 


Louisville, 


Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 
New Haven, Conn. 


New York, N. Y. 


Oakland, Calif. . 
Omaha, Neb. . . 
Philadelphia, Pa. . 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine . 
Portland, Oregon . 
Providence, R. I. . 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. . 


San Bernardino, Cal. 
Salt Lake City, Utah 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fila. . 
Toledo, Ohio . 
Tueson, Ariz. 
Washington, D. C. 


Worcester, Mass., Esty Div. 


Nation-wide Service 


Chattanooga, Tenn. 


Oxford Merchants 


w 
Wyant & Sons Paper Co. 
Carter, Rice & Co. Corp 
The Mudge Co. 

Wileox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 

The Charlotte Paper Co. 
Bond-Sanders Paper Co. 


H. Smith Paper Corp. 


Paper 


Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

The Cleveland Paper Co. 

aS Scioto Paper Co. 
Cincinnati Cordage & Paper Co 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 

Green & Low Paper Co., Ine. 
MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 

° Louisville Paper Co. 
Western Newspaper Union 

. . « Roach Paper Co. 
Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Louisville Paper Co. 

Caskie Paper Co., Ine. 

C. H. Robinson Co, 

Louisville Paper Co. 

ae Everglades Paper Co. 
. Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 

Bulkley, Dunton & Co., Inc. 

. . « « Bulkley, Dunton & Co. 
(Div. of Carter, Rice & Co. Corp.) 
. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Ine 
Miller & Wright Paper Co. 

The Whitaker Paper Co. 

Blake, Moffitt & Towne 

Western Paper Co. 

Atlantic Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Blake, Moffitt & Towne 
General Paper Co. 
Brubaker Paper Co. 

. C.H. Robinson Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


. Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 

Blake, Moffitt & Towne 

Western Newspaper Union 
Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 

Western Newspaper Union 
Blake, Moffitt & Towne 

. . + . Bulkley, Dunton & Co. 
(Div. of Carter, Rice & Co. Corp.) 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Inc. 
Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 


OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 
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Needed: Formula to Hold Brewing Accounts; 
Brewers Average One New Agency a Month 


New York, Nov. 25—Although 
beer sales are generally excellent, 
brewers are still juggling agencies. 


Nine months ago, when Joseph | 
Schlitz Brewing Co. startled the! 


ad worid by announcing the re- 
moval of its account from Young 
& Rubicam and splitting it be- 
tween Leo Burnett Co., Lennen & 
Mitchell and Irwin Vladimir & Co. 
(AA, March 3), ADVERTISING AGE 
listed 25 other account changes 


that had taken place in the brew-| 


ery business since April, 1951. 
Since March, better than one 
brewer a month, on an average, 
has made changes in his advertis- 
ing agency setup. The 


supplement includes the following 
changes: 
troit, dropped McCann-Erickson, 
one of its two agencies; Berghoff 
Brewing Corp., Fort Wayne, ap- 
pointed Hoffman & York, Mil- 
waukee; following an uproar cre- 


ated by an agency man’s public} 
Edward & John Burke | 
Ltd. transferred the Guinness ac- | 


remarks, 
count to Compton Advertising. 


@ Fox Head Brewing Co., Wau- 
kesha, Wis., named Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee; Jax Brewing Co., Jack- 
sonville, Fla., dropped its one 
agency and named two new ones— 
Bacon, Hartman & Vollbrecht in 
St. Augustine, and a local agency, 
Willard R. Hollingsworth Agency; 
Keeley Brewing Co., Chicago, 
about which more will be said 
shortly, switched from direct ad- 
vertising to Presba, Fellers & 
Presba. 

Maier Brewing Co., 
geles, added a second agency, 
Factor-Breyer, for 


Brewing Co., Baltimore, went 


along; several months prior, Piel | 


Bros. left the K&E stable and 
landed at Young & Rubicam. 


s In September, Schlitz made an- | 


other change, dropping Leo Burn- 
ett Co., and giving its entire do- 
mestic account to Lennen & New- 
ell; 


rather brief agency stays, 
pointed Abbott Kimball Co.; Van 


Munching & Co. named Hirshon-} 
Garfield as its agency; G. Krueger | 


Brewing Co., Newark, announced 
that its agency for next year 
would be Grey Advertising, and 


Terre Haute Brewing Co. went to! 


Some of the above brewers, as/ 


Weiss & Geller, effective Jan. 1. 


well as others to be mentioned, | 
seem to have as many hops in) 
their agency connections as in| 


latest | 
Standard Advertising Register| 


Altes Brewing Co., De-| 


Los An-| 


television; | 
when Owen & Chappell dissolved | 
into Kenyon & Eckhardt, National | 


U. S. Brewing Co., Chicago, | 
another company accustomed to} 
ap-| 


pointing a new agency, John W. 
Golden Advertising, that fall, and 
| Van Munching, newly on the mar- 
ket, at Walter M. Swertfager Co. 

A year later, Krueger was still 
happy; Genesee had moved to John 
P. Smith Co.; Utica had appointed 
a new agency, Devereux & Co., 
after one year and one month with 
the previous agency, and Van 
Munching had decided to place its 
advertising direct. 

In 1949, three of the brewers 
were on the move again: Genesee 
named Rogers & Porter, which is 


Some of them are Gulf Brewing 
Co., Houston (now with Foote, 
Cone & Belding), which divided 
up the years between 1946-1950 
evenly between two other agen- 
cies; Maier Brewing Co., Los An- 
geles, which has had three agen- 
cies in the last three years (al- 
though the last was an addition); 
Gunther Brewing Co. (now with 
Biow Co.), which has had three 
agencies in a seven-year period; 
U.S. Brewing Co., which has had 
three resting places since 1947,) 
and Miller Brewing Co., Milwau- 
kee, which, before appointing 


|Mathisson & Associates in 1950, 


still its agency; Krueger began the | 


year over at Geyer, Newell & 
Ganger, and Van Munching named 
a new agency, Deglin-Wood. 

} 

® The front was quiet in 1950, but 
by 1951, Krueger and Utica had 
moved on, Krueger to Charles Dal- 
las Reach—where it has been till 
the latest announcement—and Uti- 
ca to Farquhar & Co., \where it now 
reposes. 

Summing up, in this five-year 
period, these four brewers were 
carried as clients by 12 different 
advertising agencies. 

One explanation for this frenetic 
activity, of course, is the growing 


ness. There were 598 breweries in 


| Shrunk to 461; by 1950, there were 
392, and Research Corp. of Ameri- 
ca—from whose “Brewing Indus- 
try Survey” these figures are tak- 

en—figured there were 386 brew- | 
eries in 1951, and by June 30, 1952, | 
the number was down to 357. 


|try apparently have no desire to 
establish any long-standing agen- 
cy attachments either. 


concentration in the brewing busi- | 


the U.S., Alaska and Hawaii in| 
1940; by 1945, the number had) 


had had two agencies in the previ- | 
ous two years. 

Anybody wanna 
beer? 


stop for a 


Thatcher Glass Revamps Sales 


Thatcher Glass Mfg. Co., Elmi-. 
ra, N. Y., has given William R. 
Rifenburgh, sales manager of con- | 
sumer products and export sales, | 
the added duties of sales manager | 
of hotel and restaurant division 
sales. Jack T. Pollock will work 
with Mr. Rifenburgh as assistant 
sales manager. The special product 
sales division has been combined 
with industrial sales under Robert 
L. Smith. Mrs. Patricia Bayer Bar- 
ber has been appointed publicity 
director for the glass container di-| 
visions and the McKee glass divi- | 
sion. 


To Geoffrey Wade Advertising 

Colonial Dames Inc., Hollywood | 
distributor of a complete line of | 
cosmetics, has appointed Geoffrey 
Wade Advertising, Hollywood, to 
direct its advertising. Network ra- 
dio, television and newspapers will | 
be used. Previously the company | 
| was a direct advertiser. | 


Appoints Ralph R. Mulligan 


# Other brewers around the coun- | 


The Independent, St. Peters- 
burg, Fla., has appointed Ralph 
R. Mulligan, New York, as its) 
national newspaper representative, 
beginning Dec, 1 


| 


their brew, so consistent are their | 


account switches. And other ac- 
counts, which have been steady 
for years, have been on the move 
recently. 


® Take the Keeley Brewing ac- 
count, which went to Presba, Fel- 
lers & Presba over the summer. In 
1945, according to Standard Ad- 
vertising Register, the account was 
with Salem N. Baskin Advertising. 


By 1948, it all belonged to Chad- 


wick & Harriman, and by 1950 it 
had again moved, this time to C. L. 
Miller Co. Back East, there’s a 
close race between four brewers— | 
Genesee, Krueger, Utica and Van 


Munching—for the honor of hav-| 


* If it's good sense for these national advertisers to have 
us check their sales programs in our store panels . . . it's 


worth-while for you. 


pretest your idea 
across the counter 


* You can make sure your idea is going to click . . . with | 


real across-the-counter-sales . 


. . before you ask your Man- 


agement to give you a budget for a national campaign. 


*% Burgoyne’s answers come fast while the figures are 


current. ; 


_%& The test will be tailored for your needs and your pocket- | 


book. 


ing been in the most places in the 


briefest amount of time. 

As of today, Krueger is with 
Charles Dallas Reach Co. (until 
Jan. 2). Genesee is with Rogers & 
Porter, Rochester; Utica is with 
Farquhar & Co. in Utica, and Van 


* Write for Burgoyne’s October Data File . . . for 1953 
planners. It gives facts of the 15 representative test city 
panels and how advertisers and agencies have used this 
reputable, dependable fact-finding research service. 


Munching is six months old at Hir- | 


shon-Garfield. 


# Going back five years, to 1947, 
we find Krueger one year old at 
Benton & Bowles; Genesee at 
Charles L. Rumrill & Co.; Utica ap- 


| 


| Burgoyne Grocery é&r Drug .% 


FIRST NATIONAL BANK BUILDING ° 


CINCINNATI 2 | 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
An Advertising Agency 
serving the following clients, each among 
the leaders in its field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY * THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS + SKIL CORPORATION 
STANDARD KNITTING MILLS, INC. + STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 
Stewart Die Casting Division + South Wind Heater Division 
AutoA ies, Marine | s 


UNITED WALLPAPER, INC. 


GROWTH 


of Canadian Daily 
Newspaper Circulation 


OUTPACES 


Growth in Canadian 
Population 


47.2% T0 18.6% 


In the period 1941 to 1951 
(Newfoundland Excepted) 
Circulation of Canadian 
Daily Newspapers 

grew from 

2,378,657 to 3,502,154 
Copies per day... 


An increase of 47.2°; 


Whereas the population 
of Canada, with 
Newfoundland excluded, 
increased 18.6°; 


More and More Canadians 
every day Read their 
Local Daily Newspaper 


CANADIAN 
DAILY 
NEWSPAPERS 
ASSOCIATION 


1. H. Macdonald, General Manager 
55 UNIVERSITY AVENUE + TORONTO, ONTARIO 
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lite MARRIED. ..to a girl who will 


spend 540,000 of his money in the first 10 years! 


a 


Through these habit-forming years, this young wife will read and buy 
from ‘TODAY’S WOMAN —the only magazine edited just for her. 


H™ is THE super market for advertis- 
200,000 buvers of 


TODAY'S WOMAN — young, newly-married 


ers. Here are the 


women, with a ten-year itch to spend. And 
here is your opportunity to reac h them in 
the years when their buying habits are being 
formed, Look what a great investment 


TODAY'S WOMAN is for you: 


Jackpot for advertisers! 
Our reader’s husband makes $4,665 per 
year* and she spends practically all of it on 
what she calls essentials. On the average. she 
spends over $1,570 each year on food, al- 
most $1,000 on her infant children’s needs, 


and about $850 for clothing. She also pays 


*Median tamily income 6f Today's Woman reader 


De a age ae 
pes eg 


- 


out healthy sums for home furnishings. ap- 
pliances. cosmetics, toiletries and other 
necessities. Before her 10-year stint with 
TODAY'S WOMAN is finished. our reader will 
have two children and her own home—al- 
most completely furnished and applianced. 
Does she see your product advertised in her 


magazine? 
$48.000.000.000.00 ! 


Before we turn our reader over to the 
MATRONLY MAGAZINES, before she turns 
from Mixmaster to mink. she will have ab- 
sorbed buying habits and brand preferences 
that will last a lifetime. Multiply Topay’s 
WOMAN’s 1,200,000 young families by their 


10 year $40,000 spendability, and you get 
a healthy 48 billion dollars spent mostly on 
nationally advertised products. But extend 
the buying habits formed over these years 
through a lifetime. and you begin to realize 
what a powerful ally you have in TODAY's 
WOMAN, 


call MU 2-3606 


Why not let this magazine go to work for 
you as it has for 368 other delighted adver- 
tisers. If you would like further information 
about TODAY'S WOMAN and its readers, call 
or write Mr. Joseph DeLone. Adv. Mer.. 
TODAY'S WOMAN, 67 West 44th Street, New 
York City. Or dial MU 2-36006. 


Py 


FOR YOUNG wags 
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rtising Age 


THE NATIONAL NEWSPAPER.OF MARKETING 


Brown Studies Orange Juice Buying 


Bedell Comments on Retail Ads 


Lasker Gives Lesson on Limitations 


Company Names Bolster Brands: Crain 
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Mediamanship 


Chiefly Publication Style, but the Network Style Is Similar 


Herewith a media man in one of the country’s largest agencies relates his 
reactions to a good many years of media pitches of all sorts and kinds and 


conditions. Perhaps an anonymous 


space or time salesman would like to 


classify agency media men similarly. 


(With apologies to Stephen Potter) 
Approaches 

The name-dropping entry—The big 
shake-and-smile while saying, ““Yester- 
day at lunch, Mort Snerd II told me 
that as the smartest media man in town 
you could probably tell me...” etc. It’s 
always Mort, or Al, or Joe—and Mort is 
always an agency president, a publisher, 
or at the very least an executive veep. 


The buddy-up strategy—The complete 
abandonment of facts and figures in 
favor of all-out reliance on chefs, bar- 
tenders, football tickets, 19th greens, 
trout streams, and the like. 


The blazed-trail list—The charts or 
blow-ups showing that present agency’s 
brass, former agency’s ditto, client’s 
sales manager, or client’s whole indus- 
try “have put us on every list, every 
year but one, since Ben Hibbs fired 
Ben Franklin.” 


The loose-account tip—The attempt to 
put you under obligation by conveying 
a piece of news—news usually so post 
facto as to require instant recourse to 
the Air-Wick. 


The “big job” build-up—The confiden- 
tial mention of the plu-perfect recom- 
mendation he gave you yesterday after 
so-and-so had mentioned a $75,000 job 
in one of the top five agencies that 
“just fits your experience.” 


The Shetland sheep-dog play—The at- 
tempt to drive you bleating into the 
pen with the rest of the docile flock— 
“I signed four accounts at T.G.I.F. yes- 
terday, and Competitor J is running 13 
four-color bleed pages with us next 
year.” 


The “non-competitive, but. . .”” gambit— 
The statement about a competitive pub- 
lication early in the interview, that be- 
gins, “I don’t believe in knocking, of 
course, but I feel you should know... .” 
(Listening time—46 minutes.) 


II. Middle Games 


The orphaned pilot-study—The tabula- 
tion based on 10 to 16 calls in Howling, 
Nebraska, presented as “possibly in- 
dicative, possibly not’”—but always very 
favorable to the presenter, and always 
going to bé followed by a definitive 
study that somehow seldom material- 
izes. 


. The quantitative quality—The presen- 


tation through startling box-car figures 
of leadership (over a decade or a cen- 
tury) in some useful category such 
as literate Creole audience, or validated 
inquiries from Seventh Day Adventists, 
etc. 


10. The qualitative quantity—The stagger- 


ing percentage gain from a minuscule 
base—usually for a characteristic that 
may conceivably interest six other cli- 
ents but certainly not your current one. 


11. The generalized specifice—The multi- 


tudinous findings about every last 


housewife and merchant in Cowshed, 
Kentucky—with the attendant impli- 
cation that as Cowshed goes, so goes 
the nation. 


12. The verdigrised golden mean—The in- 
genuous “I’m not a research man, of 


course” lead up to the use of an average 
while calling it a mean. Also, where 
profitable, reversed so that a mean is 
used as an average. 


13. The shell-game definition—Such as 


the term “audience” which leaps like 
the peripatetic pea from under each 
shell you select—becoming in turn a 
listening audience, an out-of-home au- 
dience, a pass-on audience, a primary 
audience, etc., etc.—far into the coffee 
hour. 


14. The disemboweled pie-chart—The 


flashily colored wedge that distracts 
the eye from the dun-colored and less 
favorable remainder of the pie-plate. 
Often the wedge has a heavily shadowed 
outline to help it bulk up satisfactorily. 


15. The banana peel baseline—The com- 


parison where all sales and circulation 
facts are for 1952—yet somehow have 
slid into unremarked, and no doubt in- 
advertent, juxtaposition to 1940 census 
families. The later page of the same 
presentation where the base is up-dated 
to 1951. The still later page where 1946 
is used. Also, the comparison based on 
revenue rather than linage when only 
revenue is favorable—followed by the 
reverse comparison when only linage 
is favorable. 


16. The thumbed footnote—The flop-over 


page turned and held so that a broad 
thumb is draped over a_ disastrous 
source-line or footnote. 


17. The isolated Starch—That single best- 


against-competition Starch category 
that seemingly always can be tracked 
down by a sufficiently diligent safari. 


18. The skewed parallel—The rate com- 


parison which somehow has neglected 
to note that one out of the five rates 
shown is higher because it includes 
production costs—or that the newspa- 
per linage figures include a couple of 
six-day dailies bucking half a dozen 
papers that publish Sunday as well. 


19. The truncated bar-chart—The one 


with the broken middle or lost bottom 
where 83% towers over 79% by a full 
ten inches—with the overage colored 
fluorescent cerise, to boot. (This is a 
first cousin to the “truncated, or gee 
whiz graph” described by Darrell Huff 
in “How to Lie with Statistics” in Har- 
per’s for August 1950). 


20. The spaniel-schnauzer statistic—The 


lowest of all “breeds” of statistics and 
invariably the result of a most interest- 
ing miscegenation (e.g. “by Starch out 
of Nielsen; whelped Chicago, 1952; 
breeder, unashamed”’). 


21. The VIP testimonials—Those innum- 


erable photostats of celebrities’ letters 


to the editor—which, if there’s time 
to more than admire the parade of 
signatures, usually read, “Thank you 
for again sending your magazine free 
—very truly yours.” 


22. The unreferenced inquiry total—The 
five or six digit total that somehow is 
never related either to competitive costs 
or circulations. You’re just asked to ad- 
mire it. 


23. The eclectic time-period—The data 
that shows progress from a base year— 
the year being carefully chosen for a 
beautiful duality such as (1) own not- 
able progress, (2) competitor’s static 
decay. 


24. The merchandising by-path—The rate, 
circulation and editorial facts thrust 
behind a dense smoke-screen describing 
“merchandising helps” for the poor 
merchant who long since has had to 


Salesense in Advertising ... 


buy a baling machine. 


Ill, End Games 
25. The position sweetener—The attempt- 


ed resuscitation of a seemingly dead 
pigeon through the sudden “discovery” 
—preferably by wire or long-distance 
—that there will be two fourth covers 
and three Campbell Soups coming open 
next year. 


26. The portentous-pal farewell—‘As your 


old pal, George, I think it’s only fair 
to tell you (sigh) that if you go ahead 
that way....” 


27. The top brass quote—The friendly 


word—verb. sap. and you’re the sap— 
that Ben Boss or Carl Client had told 
him on his last call that his book had 


got to be on the list next year. 
* * * 


An yet—the media boys are pretty nice, 


and reasonably honest, after all. 


What in the World 
Is Advertising Coming To! 


By James D. Woolf 
Advertising Consultant 

Inasmuch as I cut my business eyeteeth 
as a clerk in a railroad freight office, I 
learned while still in my early teens that 
shippers are a sober-minded breed of men. 
They want what they want when they 
want it, and no foolin’. 

There were no cut- 
ups and no gold-brick- 
ing in that freight shop. 
Frantic shippers kept 
the boss impaled on a 
perpetual tenterhook, 
with the result that a 
depressing atmosphere 
of suspense hung heav- 
ily over the heads of 
his hired hands, includ- 
ing me. It was my conviction then, and it 
is my conviction now, that shippers and 
hirelings in charge of shipping take their 
duties far from lightly. Theirs is an im- 
portant responsibility and weighty indeed 
is its burden of problems and perplex- 
ities and frustrations. No doubt some men 
each day approach their jobs with gay and 
eager abandon; such a man, for ex- 
ample, appears to be Marlin Perkins, TV- 
famed curator of Chicago’s Lincoln Park 
Zoo. Too, I suppose scientists have had 
fun and excitement in smashing the atom. 
And I am certain that archeologists and 
astronomers must get a kick out of their 
daily chores. 

But no such carefree fellow is the ship- 
per. Weighed down as he is, he has no 
time for merry quips and jests. Always he 
must be on his toes. Hence it is that he 
is interested in acquiring information that 
is likely to be useful to him in his day’s 
work. Hence it is, too, as I see it, that he 
will pay strict attention to informative 
advertising that is patently concerned 
with his job. 

Imagine, then, my astonishment at the 
Western Pacific advertisement, repro- 
duced herewith, that appeared in the Oct. 
27 issue of Time. 

Here is an advertisement that announces 
frankly in its first two lines of copy that 


James D. Woolf 


its message is addressed to “shippers with’ 


particularly difficult freight handling 
problems...’ But this coy admission ap- 
pears in 8-pt. type. There is nothin 


in the ad, with the exception of a rela 
tively small picture of a freight train a 
the bottom of the space, that boldly sing 
out: “Attention, Mr. Shipper! Here is 
message of special interest to YOU.” Th 
displayed headline (red ink, type-siz 
about 48-pt.)—‘Nothing is too mue 
trouble’’—is as likely to be of just as muc 
interest to chiropractors, housewives, an 
itinerant peddlers as to shippers. 


Re IE Billy, 


a eine: 


8 The assumption seems to be that the 
giddy shipper, utterly indifferent to his 
problems, must be tricked into bending 
an eye on the advertisement. So much for 
the approach, which, as I say, is astonish- 
ing. Even more astonishing is the assump- 
tion that once the shipper gets into the 
copy (if he ever does!) his interest can 
be held only with a preposterous cartoon 


device. 


The captions to these absurd cartoons, 
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which constitute the only copy in this al- 
leged advertisement, refer to (1) “diffi- 
cult freight handling problems,” (2) “a 
baffied shipper,” and (3) “headaches.” 
Since this is the situation with reference 
to shippers, as I point out in the opening 
paragraphs of this piece, why is it neces- 
sary to address these poor fellows as one 
would address half-witted juveniles? 


The Eye and Ear Department... 


There are certain products and serv- 
ices that lend themselves, sensibly enough, 
I suppose, to copy with a light and even 
an amusing touch. But freight transporta- 
tion is surely not one of them. I would 
just as soon write a campaign of adver- 
tising, cartooning the antics of Li’l Abner, 
for the Chase National Bank. What in the 
world is advertising coming to! 


Another Music Hall 


Another newcomer to TV this fall is 
the “Scott Music Hall,” presented over 
NBC-TV from 8:30 to 9 on alternate 
Wednesday evenings, and featuring Patti 
Page and Frank Fontaine. 

Sponsored by the Scott Paper Co. for 
Scottie tissue, Scot-Towels and Cut-Rite 
wax paper, the “Scott Music Hall” is a 
variety show with much less variety than 
many of its ilk, although it does include 
the usual type of TV ballet, which looks 
as if it had been staged by Agnes de Mille 
operating ‘vithin a clothes closet. This 
type of ballet, this reviewer has found, is 
not exactly for the kiddies, who have not 
always gone to bed by the time 8:30 rolis 
around. They are too apt to ask why the 
man is stroking the woman’s arms the way 


™, he is, daddy, or why does he look at her 


Mthat way? 


® One wonders why the Scott people de- 
cided to feature Patti Page, who is pri- 
Mmarily a teen-age favorite. After all, 
teen-agers can hardly be considered pri- 
Mary users of paper towels, wax paper or 
®@ven tissues. On the “Scott Music Hall,” 
iss Page is unfortunately unable to sing 
armony to her lead (which means she'll 
Drobably never do the Tennessee Waltz) 
nd her voice does not begin to send this 
viewer the way he is sent by, say, 


‘a Shore 
‘ Because of your reviewer's lengthening 


? 


memory, he may also be forgiven if he 
finds Frank Fontaine slightly reminiscent 
of another Frank—Fay—who once ap- 
peared as a string-saver on the old “Rudy 
Vallee Hour,” was extremely funny, was 
presented in his own show, but was never 
as funny for 30 minutes as he could be 
for five. Fontaine’s impression of a sweep- 
stake winner is one of the really classic 
bits of comedy ever presented on TV— 
but, as a steady diet, Fontaine is a little 
like spaghetti: You get enough of what's 
offered awfully fast. 

Chief fault of the “Seott Music Hall” 
is a lack of really funny material. It is 
quite possible some really good writing 
could make it a first-class show. To date, 
that quality has not been exhibited. 

The commercials are clear but not very 
compelling. You are sold on the utility of 
tissues, paper towels and wax paper, but 
not on any particular superiority attaching 
to Scotties (which, in this reviewer's 
opinion, are a really superior tissue), to 
Scott paper towels or to Cut-Rite wax 
paper. 

The show, of course, is in its early 
stages. It is entirely possible it will im- 
prove. The basic elements, aside from 
Patti Page’s restricted appeal, are there. 
And undoubtedly attention is being given 
right now to tightening these elements- 
and, quite probably, to making them fun- 
nier. 


Co., New York. Try them— 


to B.L.S. records? (a) Fish 
Fruits and vegetables 


The Market Research Question Box 
This is the tenth set of questions and answers for admen, 
prepared by E. L. Deckinger, director of research, The Biow 
then check 
91. Taking 1935-39 prices as a base, which of the following commodities 

experienced greatest percentage increase as of February 1952, according 
(b) Beverages... (c) Meats _, (d) 
, (e) Apparel 
92. According to the 1950 census, there were 20,806,000 boys 15 years of 

age and under in the country when the census enumerator rang your 


the answers on Page 80. 
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The Creative Man's Corner... 


Bankers Seem to Be People, Too 


Ways to Get Ahead 
“Money.” wrote Horac 
Greeley in Lincoin's 4 


| 
! 
H 


NAME 


Oa ee ee 


Banker Tells Practical | Mr Wright, “was expressed by 
a young bride, some time back 
She,said, ‘The trouble is, there's} savings account. Saving a small 
¥/s too much month left at] amount regularly, every payday. 

he end of the money. ‘Like so| before the money has a chance to 
many people, she and her hus-| slip through your fingers, is the 
band bought things on impulse! sensible way to get ahead. De- 
~a lamp they really didn't need.| cide what you want—anything 
just because it was within reach] from a good set of golf clubs toa 
of their pocketbook. As for the! home of your own—and set aside 
big things they really wanted,| a little towards the cost every 
they ‘never seemed to get the! time you get paid 
money together.” ” 

Most People Want to Seve 

Most people earnestly want t 
save, the bank president said./ “Last 
but some fail for lack of know-| $2.054,000,000 to their bank bal- 
how. “The biggest barrel can be/ ances. The Federal Reserve 


Ever see the view 
from the top of 
a savings account? 


It's @ grond feeling to have money in the bank. 
The future looks mighty bright. The worthwhile 
things you've always wanted ore within reach. 
Money worries have faded out of the picture. 

One sure way to get to the top is to open your 
Savings Account at La Salle today—end more 
requiar deposits. Send the coupos with $1 or more. 
We pay postage to and from the bonk on all 
Savings Account transactions. 


Open @ Savings Account for me today. 
(Hf you wish SAVE BY MAM KIT, check heres 


Personal Savings Rise 
Mr Wright scored the idea 
that nobody's saving these days 
year, Americans added 


2G NATIONAL BANK 
FIELD BUTLOING 


135 Se. Le Selle Street, Chicege 90 
Complete Trost Services 


avoetss__ 


! 
! 
! 
! 
' 
Here's my first deposit of $e ; 
! 
! 
! 
! 
! 
' 
! 


Member Federal Depowt insurance Corporation 


There can be no question about it. Bankers have discovered that bank cus- 
tomers are people. And so bankers have begun to act like people, too, in their 
advertising. All over the land bank advertising has dropped its cocoon of 
stuffiness, and is talking out in language that people can understand and 
maybe even enjoy. This newspaper copy for LaSalle National Bank of Chicago 
is reasonably typical of the trend. Good, provocative headline, too, and 
straightforward copy that makes sense and contains a potent appeal. 


bore 


Employe Communications... 


bell. About how many dogs were there? (a) 3__, (b) 13__, (ec) 22 _, 
(d) 37.__milhon, (e) None of these is even close 

93. As of Feb. 29, 1952, about how many days’ supply did the average 
grocery wholesaler have on hand? (a) 20__, (b) 45__, (c) 60__, (d) 
75__, (e) None of these is even close 

94. Individuals’ total liquid assets, as of 1952, were just over half a trillion 
dollars ($550 billion). Where is most of it? (a) Corporation securities 
(b) Insurance and pension reserves__, (c) Currency and bank de- 
posits _, (d) U. S. state and local bonds combined__, (e) Some 
place else 

95. Which of the following wholesale groups sold the biggest dollar volume 
of candy in 1951? (a) Grocery distributors, (b) Drug distributors, 
(c) Tobacco distributors__., (d) Confectionery distributors__, (e) Still 
another 

96. Which of the following has the greatest dollar inventories? (a) Re- 
tailers _, (b) Wholesalers__, (c) Manufacturers__, (d) Retailers 
and wholesalers combined , 

97. In 1949, we collectively saved 3.4% of our incomes. These savings totaled 
$6.3 billion. About what per cent did we save in 1951? (a) 0__, (b) 
2.2% . (ec) 3.4% . (a) 7.7% , (e) None of these is even close 

98. In 1941, 15° of our independent food store business was in self-service 
stores. What was the percentage in 1951? (a) 16% » (b) 29% _., (c) 
472% , (ad) 68% , (e) None of these is even close 

99. About how many people work for Mayor Impellitteri in this city of 
about 8,000,000 souls? (a) 30, (b) 110__, (c) 270__, (d) 430 _thou- 
sand, (e) None of these 

100. According to the 1950 census, there are 5,382,162 farms in our falr 
land. 3,390,293 own at least one auto. 1,840,682 own at least one truck. 

About how many own at least one tractor? (a) 250 thousand , Ob) 

750 thousand__., (c) 1's million, (d) 2% million _., (e) None of 

these is even close 


Answers to Questions on Page 80 


Handbooks Need the Human Touch 


By Robert Newcomb and Marg Sammons 

As a tolerant receptacle for much that 
is published around the country in the 
way of employer-employe communication, 
this department has recently noted the 
tendency of the simplest form of com- 
munication to cloak itself in glamor. Take 
the handbook for employes, sometimes 
called the informational manual, and once 
called the “book of rules.” 

The handbook has undergone many 
changes. Once it was a fatiguing little 
itemization of crimes and their punish- 
ment, written in cold and unalluring lan- 
guage. In time managements began to re- 
alize that employes might conceivably re- 
spond to a warm welcome, so handbooks 
became friendlier and less formidable. 
The more progressive organizations illus- 
trated these manuals with cartoons, and 
made the lingo easy to understand. 

But some concerns have not been satis- 
fied with that. They have glamorized 
their handbooks to the point where they 
appear to be slanted more toward share- 
holders than employes. They are rich in 
appearance, and velvety between the fin- 
gers, and they make a man with oil on 
his hands a trifle uneasy. He is abashed 
by cocktail lounge English, and the bizarre 
little illustrations of working people don't 
look like working people to him. 


® You don't write a working man’s hand- 
book successfully if you're situated too 
far off the reservation. You don’t build 


communications programs for employes 
if you don’t do a fair job of rubbing el- 
bows with employes. Nobody knows this 
better than the personnel folks at Arm- 
strong Cork Co., who have developed over 
the years many basic, honest and progres- 
sive programs for employes. The Arm- 
strong handbook is a case in point. It is 
a simple, pocket-size affair called “Rules 
of the Game.” It apologizes for the word 
“rules” on the inside front cover, and 
indicates that the company doesn’t like it 
any better than employes do, but that rules 
are necessary to run a plant. The booklet 
is humorously illustrated, and the rules 
are stated in shop-side American, our 
native tongue. Every situation pictured 
and described is recognized by employes, 
who figure that the company isn’t trying 
to bulldoze workers into compliance with 
silly regulations, but is seeking instead 
to give everybody a few tips on getting 
along successfully. 

Some handbooks do more than merely 
inform employes. Their creators broaden 
the editorial approach, so that the hand- 
book does a multiple-service job on share- 
holders, dealers, salesmen, civic leaders 
and the general public. But for the in- 
side publication, aimed exclusively at 
the new employe (and often at the em- 
ploye already on the job, who may need 
some reminding), the Armstrong ap- 
proach is the sound one. It will do a bet- 
ter job every time, at less cost, than any 
number of its plushier brothers. 
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In Chicago, it takes 2— 
and the payoff is terrific! 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 

Today it takes two daily newspapers to reach a majority of the 
market—and for MOsT net unduplicated coverage, one of your two 


MUST be The Chicago SUN-TiIMEs! 


% See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 


= CHICAGO 


=/SUN-TIMES 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO MIAMI BEACH ATLANTA 
Chicago Sun-Times Chicago Sun-Times Sawyer-Ferguson-Walker Co. Sawyer-Ferguson-Walker Co. Hal Winter Company Sawyer-Ferguson-Walker Co. 
211 W. Wacker Drive 250 Park Avenue 612 So. Flower St. 1213 Russ Bldg. 9049 Emerson Ave. 821-822 William Oliver Bldg. 
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The Lasker Story... As He Told It 


XXI 
A Lesson in Advertising’s Limitations 


In last week's instalment Mr. Lasker reviewed the competition and ex- 
pressed himself as ready to go out after new business. This week he cites 
an error of his own as an illustration of advertising’s limitations as well 


as its force 


As advertising itself grew to be better 
understood, as men engaged in the busi- 
ness realized that it was salesmanship in 
print, as they realized that in copy you 
had to give the reason why, in order to 
bring about salesmanship that gets a re- 
sponse; as a better understanding of the 
typography and art in advertising came 
about, as more men were attracted into 
the line through the development of the 
line itself, through the coming about of 
better advertising, competition became iIn- 
tensely keener. Once we could go in and 

talk salesmanship in print. 

In years gone by we could sit and talk 
toa man for six hours on something that, 
if we took six seconds today, he would 
wonder why we were wasting his time, 
because all men know it. So it has come 
about if you pick up a magazine where 
20 years ago there wasn’t 5% of good ad- 
yertising, today in magazines and news- 

a. 80% of advertising is good. The 
advertising agencies of America through 
accumulated experience have scientifical- 
Gv worked out the road and the reasons 


to mass appeal. 
B Now, when I say 80% is good adver- 
fising, I don’t mean that in the 80% some 
n't better advertising than other, and 
hat maybe 3% isn’t the best advertising. 
nd when I say that there are many 
gencies that I wouldn't hesitate to go to 
if Lord & Thomas weren't in business, I 
aon't mean to say that there aren't grada- 
= of preference in my mind, based on 
M™my judgment of their abilities. What I 
Mean to say is that the average is high, 
but the discriminating know just that 
Shading where in one place it is better 
than another. 
+ Right here is an elementary factor that 
is ofttimes missing: The advertising is 
Zood, but there are little plusages that can 
Be put in that can take that same good ad- 
Wertising and make the dollars and cents 
results infinitely greater—little plusages 
that the average man and the average ad- 
vertiser and the average agent wouldn't 
know about and wouldn't think about 
Then there comes the understanding of 
the limitations of advertising, and know- 
ing how far advertising can't go as well as 
how far advertising can go. And it is 
those things which we are undertaking to 
preach in our copy and it is those things 
that I want to impregnate you with; and 
I have to go about this very carefully be- 
cause, as I said yesterday, this is a force 
It is something 
will cure 


that is very hard to use 
like radium rightly it 
seemingly incurable cases, used wrongly 
it burns the patient and him for 
life. And the danger of what I am un- 
folding to you is that, wrongly used, and 
often rightly used, if don’t guard 
yourself, it can be misinterpreted. 
Only yesterday Mr. Cole came to me 
and said, “You called on Mr. So and So, 
a client, with me in New York. The day 
after you left’—the man was lovely while 
I was there—“he came up to the office to 
see me and he said, ‘I am very disturbed 
about Mr. Lasker. I didn’t get what he 
was talking about slung 
around figures so much and such big fig- 
ures, I couldn't follow him, and it seemed 


used 


scars 


you 


yesterday. He 


to me that he meant just the opposite 
of what he said.’” 
Now I want to tell you what passed 


between that man and myself, because I 
would rather always teach you on some- 
thing that goes wrong that I did than on 
something that goes wrong that you do: 
This man is with a firm that spends 


$400,000 a year. When I came down the 
New York office had prepared a program 
of expenditures for him that, even if he 
and they could insist on, I doubt I would 
agree to handle, because I know basically 
and fundamentally it is wrong. This man 
makes three kinds He had 
doubted whether advertising could pay, 
and so he had taken three different terri- 
tories for the fall and divided his ap- 
propriations; in Territory A if he had a 
big sale on a certain line of goods, he 
wasn't going to advertise there this fall, 
he was going to advertise the line in 
which he didn’t have the sale; and B and 
C treated accordingly, so that he had a 
very meager appropriation for any one 
item, and his is entirely a seasonal article, 
with a very short sales period. 

Now, no one has stood more for test 
than we; we are the originator of the test 
idea. But every business isn’t in shape to 
stand the test. That is where the forces 
are misunderstood. You cannot test for 
an established business that calls you in 
after it nationwide distribution, 
unless in a business of a certain type 
they wanted to take a small territory, 
through a term of years, because ofttimes 
it takes years to prove an increase in an 
item if that item has been sold for 50 
years; whereas with a concern that has 
never been in the line, or that goes into 
a new line, you might make a test that 
can show up in six months. 

And so when we talk test we have to 
understand these gradations and things. 
Why, I knew that test would only result 
in our being out, and I asked Mr. Cole: 
“Would you accept from a competitor of 
theirs that make any one of these items 
this sort of a 60 day test, in a big terri- 
tory where they weren't selling goods?” 

And he said, “Of course I wouldn’t.” 

I said, “If you wouldn’t from a new 
client, then certainly don’t do it with an 
old client.” 


of goods. 


has a 


8 So we went down and talked that over 
with the advertiser and he was fully sym- 
pathetic and accepted our amended views, 
that he would spend his whole appropria- 
tion over one item and rely on that largely 
to carry the others, and he is going to 
proceed on that basis; and that was the 
big thing I could have done for him and 
everything else was incidental. 

But Mr. Cole had written me that they 
were thinking of increasing their ap- 
propriation next year to $600,000, and I 
knew very well from the setup of that 
firm and its internal condition that they 
were a firm that was not in position to 
make a showing quickly on advertising 
and that if they spent $600,000 and didn’t 
immediately get a vastly greater result, 
it would make them impatient with ad- 
vertising, and, in the final analysis they 
would be less far along, advertisingly 
speaking, than if we kept them to a 
smaller amount and moved gradually. 

And, not wanting to refer directly to 
Mr. Cole's letter, I said to the man, “One 
of the things you are working against is 
that all advertisers are your competitors. 
You are spending $400,000 but in our of- 
fice we have accounts like Studebaker, 
Pepsodent, Palmolive, that spend $2,000,- 
000 a year and more. We have other ac- 
counts that spend $1,500,000. And if you 
increase yOur advertising too fast, you 
are competing with them for reader atten- 
tion. I am afraid you won't get the result 
you expect. So we had better proceed, 
from my knowledge of your internal con- 
ditions, more cautiously.” 


And he came the next day, much dis- 
turbed, to see Mr. Cole, said I had slung 
around such big figures that it confused 
him and he thought I had told him this, 
maybe, with a view to getting him to 
spend more money, that I was making a 
negative solicitation. Mr. Cole knows that 
when I left I said to him: “I want you 
to stick to what I said. It is dangerous if 
you let them spend too much money too 
fast.” 

But here was the mistake I made. I 
spoke about Studebaker, Palmolive, and 
other bigger accounts, and that made him 
feel that he wasn’t important to us. I 
should have known better. I wouldn’t for- 
give it in one of you if you did it. It would 
be stupid. Mr. Cole got this man straight- 
ened out. I have no shame about it. The 
man is following my advice, and my ad- 
vice is worth all the commissions he is 
going to pay us for many a year. Still I 
am in bad with him. 

And that is the way with everything 
that we give you. If I could use it wrongly, 
it shows how easily you could use it 
wrongly, and I want to warn you that 
you are going to ruin yourselves and us 
unless you use it very carefully, because 
of this: “The greater the truth,” they say 
in England, in law, “the greater the libel,” 
and, conversely, the greater a new truth 
you put out, the more resistance there is 
to it. They wanted to lynch Columbus 
when he said the world was round, didn’t 
they? 


@ When the first automobiles came out 
they laughed at them. Every new thought, 
every new thing makes men suspicious. 
We all like to go on in the even tenor of 
our way. A man has been so used to being 
told always that he should spend more in 


Advertising Age, December 1, 1952 
advertising that, when someone comes 
along and warns him not to spend more, 
he is suspicious, because he says, “An ad- 
vertising agent must want me to spend 
more; they can’t make money unless I 
spend more.” They don’t know that we 
selfishly can’t afford to see the goose that 
lays the golden eggs commit suicide. 


8 Some of you may remember an experi- 
ence with our good friends the Palmolive 
Co., as fine clients as the world ever had, 
because they are perfectly competent to 
serve themselves and have a full under- 
standing of the asset value and the limita- 
tions of any agency. They are wonderful 
advertisers in their comprehension of the 
force of advertising. They had been push- 
ing shampoo, spending $250,000 a year 
for three years. The very first thing I did 
when I came back from Washington was 
to go over to them and ask them to dis- 
continue their shampoo advertising, be- 
cause they had proceeded far enough 
along that line. On the books it could be 
proved to them that we had not worked 
out a way to make shampoo advertising 
pay. 

Now, they were not suspicious. They 
had grown up in the work, and they dis- 
continued their shampoo advertising, and 
the next year they found another way of 
pushing shampoo, not connected with ad- 
vertising, that gave them the biggest in- 
crease they ever had. 

That is the type of work an agent should 
do. He should understand those forces. 
And the message we are trying to get out 
is a message that will at once bring ad- 
vertising to its full glory and at the same 
time warn the world on the limitations of 
advertising, so that advertising will not 

(Continued on Page 80) 


Looking At the Retail Ads 


By Clyde Bedell 

Have you ever seen a woman stand up 
to read a newspaper? If it happens oc- 
casionally it isn’t by choice. Usually they 
sit. And when they sit, the bottom of the 
page is usually folded into the lap, or 
crumpled under. At any rate, the bottom 
of the page is the least visible part of the 
paper. 

Reading habit studies, readership 
studies, tachistoscopic studies—and ordi- 
nary judgment—all suggest that headlines 
should run above, and not below what 
they headline. 

And the size of a standard newspaper 
page adds to the handicap an ad suffers 
(be it ever so chaste and beautiful) when 
the headline runs as a footline. 

Yet—among good artists who have 
never approached advertising academical- 
ly, it is a fetish to make footlines of head- 
lines. It is a stamp of the “we want to be 
different” cult. 


® Artists make great contributions to ad- 
vertising. It is unfortunate when they un- 
do good work by unbridled “creativeness.” 
Passion, even without useful purpose, can 


ee 
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create drama out of stone, wood, or paper. 
But passion with a purpose creates drama 
that works. Advertising layout has work 
to do beyond making pleasant designs. 

The most disciplined talent is always 
seeking to eliminate the unessential and 
the detrimental. Talent is not fully ma- 
tured until it expresses itself not only 
cleanly—but most effectively for the end 
in view. 

Without clarity, drama is emptiness. To 
the extent that art impairs maximum per- 
ception for the reader, it does fractional 
work. Art that serves fractionally is im- 
moral, for the true artist is by nature es- 
sentially honest. 


# When a layout violates common rules of 
human nature and habit, it strikes a dis- 
cord with nature. It is a little man or wo- 
man saying: “I will make water run up- 
hill.” But he can’t and doesn’t. 

Many a sincere artist who loves adver- 
tising and hates sham may be found using 
it in layout. I think perhaps it is because 
they have not reconciled the immaturity 
of their desire to be different with the 
maturity of their essentially honest spirits. 
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Concentrated orange juice was selected 
for inclusion in the series of products be- 
ing analyzed for brand loyalty in order 
to give us an opportunity to study the 
situation for a new product in which new 
brands are constantly being introduced. 
Confirming our expectations, concentrated 
orange juice proved to have a high degree 
of unstable and non-loyal purchasers 
among the families making up the market 
for the product. Applying the method of 
direct classification, described in detail 
in previous issues of ApVERTISING AGE 
(July 14, Aug. 11, & Sept. 1), the 100 fami- 
lies selected for inclusion in the present 
study are divided as follows: 


Per cent of 
Classi- 
Number of _fiable 
Loyalty Class Families Families 
Undivided Loyalty 
Exclusively one brand ll 
Primarily one brand 8 
| 190s (26.8 
- Divided Loyaity 
g “Unequally divided loyalty 3 
ie Equally divided loyalty 2 
i i 5 7.0 
‘ Dnstable Loyalty 
: : ‘Single change in pur- 
B. ' chase pattern 16 
[ ‘Temporary change in pur- 
- chase pattern 1 
everal changes in pur- 
chase pattern 11 
~~ 28 39.4 
Loyalty 19 26.8 
nclassifiable 
amilies making three pur- 
4 chases or less 29 
Total families 100 
_, 100 families whose loyalty to con- 


@entrated orange juice has been described 
Were taken from the group of families 
ich make up the consumer panel con- 
=~ in Chicago by the Chicago Trib. 
e. They were selected at random from 
a families which reported their pur- 
ases of concentrated orange juice and 
other food and drug products every week 
for the 52 consecutive weeks in 1951. Not 
all of the 610 faithful families bought 
concentrated orange juice; in fact, only 
551 or 90.3% of the families used the prod- 
uct, but those that did reported each pur- 
chase separately, showing the date pur. 
chased, the store in which purchased, the 
size of package, number of packages, 
brand and price. For the 100 families 
selected from among those which made 
one or more purchases of concentrated 
orange juice we have reproduced the re- 
ported purchase behavior in the purchase 
profile that accompanies this report. 
rd It should be stressed that the behavior 
ate reported applies only to Chicago families 
ym and only for the year 1951. Moreover, be- 
cause of the nature of the sample and its 
small size, care must be taken in attempt- 
ing to project the figures for any specific 
brands to the Chicago market. The data 
does, however, represent the actual pur- 
chasing behavior of actual Chicago fami- 
lies and is certainly indicative of over-all 
: tendencies in buying practices for the 
ae product studied. 


® Concentrated orange juice represents 

the ninth and final product in the se- 
‘ ries appearing in Apvertistnc Ace. To 
s ¥ date we have covered margarine (June 9), 
toothpaste (June 30), coffee (July 14), 
flour (July 28), shampoo (Aug. 11), cold 
cereals (Sept. 1), headache remedies 
(Sept. 22), and soaps and sudsers (Oct. 
6). A final report summarizing the find- 
ings for the nine products studies will 
follow. 


TABLE 1 
Frequency Distribution of 
Ounces (Pounds) of Concentrated 
Orange Juice Purchased 
Per Year Per Family 


No. of No. of 
Ounces Pounds Families Ounces Pounds Families 
1-16 1 1 -320 20 1 
17-32 2 12 =. 337-352 22 1 
33-48 2 ll =—s-953-368 23 1 
49-64 4 5 369-384 24 2 
65-80 5 5 385-400 25 1 
51-96 | 6 7 401-416 26 2 
113-128 8 ; = = : 
625-640 40 1 
129-144 9 3 
705-720 45 1 
145-160 10 3 
753-768 48 1 
161-176 ll 3 sense 1 
177-192 12 5 ‘ * 
193-208 B A 
225-240 15 1 “Total: “15,312 “100 
241-256 16 2 ounces 
289-304 19 1 Median: 4 pounds 
TABLE 3 


Frequency Distribution of Number of 
Brands of Concentrated Orange Juice 
Purchased Per Family 
No. of Brands No. of Families 


omen ou wwe 
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Loyalty has been defined as the ten- 
dency of a family to repeat the purchase 
of a particular brand or set of brands in 
a series of consecutive purchases. If four 
or more consecutive purchases of a single 
brand are made, a family is classified as 
having been loyal to the brand, as it is 
highly unlikely that a run of four pur- 
chases of the same brand would occur by 
chance. It may be that the family is ac- 
tually loyal to the low price of the brand, 
or to the package size, or to the store in 
which the brand is prominently displayed, 
but in the absence of specific information 
about these attributes the behavior is 
considered loyalty to the brand. 

While a great number of different pur- 
chase patterns can be identified, experi- 
ence has shown that the great majority 
of families can be fitted into one of the 
four basic categories listed at the begin- 
ning of this article. Families making three 
purchases or less do not give sufficient 
evidence to place them with certainty in 
any one of the categories and hence no 
effort is made to classify them. 


@ In the case of a comparatively new 
product such as concentrated orange juice, 
there is a considerable amount of insta- 
bility in the purchase behavior of the 
families using the product. New brands 
are constantly coming on the market, 
improvements are being introduced, and 
families haven’t had sufficient experience 
with the various brands to select one or 
two which satisfy their needs completely. 
The buying behavior of family number 
073 is a good example of lack of loyalty 
to any single brand. On two occasions 
there were runs of four consecutive pur- 
chases of Snow Crop, and while it could 
be argued that the family was temporar- 
ily loyal to this brand on these two occa- 
sions, the minimum nature of this loyalty 
plus the fact that seven different brands 
are recorded during the last ten purchases 
indicates a willingness to accept almost 
any brand of concentrated orange juice. 
This apparent indifference to brands oc- 
curs at times among the purchasers of ev- 
ery product, but it appears to happen 
more often among the buyers of concen- 
trated orange juice than among most of 
the other products studied. 

Among the families which have shown 
unstable or shifting loyalty, almost every 


possible pattern of buying behavior can 
be observed. Some families, such as num- 
ber 037, start out the year with a loyalty 
to one brand such as is shown by the six 
consecutive purchases of Snow Crop— 
several, of four packages each. Then there 
is a gradual shift to a second brand and 
for three months the bulk of the pur- 
chases is in the new brand. As the year 
closes, however, family 037 has not only 
cut down on its total purchases of the 
product, but we find the last six pur- 
chases spread over five different brands 
—a marked contrast to the purchase pat- 
tern at the beginning of the year. 

At the opposite end of the scale we 
find family 193, which reports trying 
five different brands in the first seven 
transactions of the year, but from that 
point on all subsequent purchases are 
given to Ace High with no indication of 
any interest in trying any other brands. 
In between these extremes is family 926, 
which opened the year with a run of pur- 
chases of Birds Eye, then changed to Don- 
ald Duck, then to 19¢ Brand, and then 
back to Birds Eye after a purchase or two 
of Sunkist and Libby. Our total analysis 
indicates that two thirds of the classifi- 
able families either shifted loyalty during 
the year or gave evidence of no loyalty 
to any brand of concentrated orange juice. 


8 This instability should not lead us to 
ignore the third of the total families 
which show a strong loyalty to one or 
two brands. Family 487, for example, pur- 
chased nothing but Libby during the year; 
family 091 gave its allegiance to Sun 
Filled; family 933 used Snow Crop exclu- 
sively; and so on. Examples of divided 
loyalty are far less frequent, but that 
they do occur is indicated by family 012 
whose purchases are divided between Lib- 
by and Snow Crop, with some indication 
at the end of the year that the family has 
changed its attitude to a position of no 
loyalty to any brand. Another example 
of divided loyalty is family 167, whose 
purchases are split between Snow Crop 
and Minute Maid, with the remainder 
strongly in favor of the latter brand. 
The inability of any simple means of 
classifying families to report all the shades 
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Study Finds Changing Purchase Patterns Are a Major 
Factor in the Concentrated Orange Juice Market 


TABLE 2 
Market Share by Brands 
of Concentrated Orange Juice 


Brand % of Ounces 
ie vic badeeaeade 24.0 
I ME «54 nicks waa ee 19.0 
I 8.6 hast sda buna spas 8.8 
Ea eres ere 7.6 
SIE ss signs 0 keendine was 7.6 
RE Sree 4.3 
EE ical dice ge aie aee Cae 4.3 
0 Es ee 3.6 
| A Cee nae 2.8 
2 BAA eee 2.2 
NN, ao cidiside- bere’s ome 2.0 
on), cde accede wid 1.8 
EE ois lio anc eos aes 1.3 
re ae 11 
| ee 1.0 


of consumer buying behavior is illus- 
trated by family 338. During the first 
half of the year purchases were made at 
the rate of one a month, with no real in- 
dication of loyalty to any brand. In the 
last half of the year the family stepped 
up its rate of purchase to three times a 
week with a definite preference for Snow 
Crop. Since this family changed its pur- 
chase behavior during the year it is clas- 
sified as 3A (unstable loyalty) although 
a classification of 1B (undivided loyalty 
to one brand primarily) would describe 
the bulk of its purchases. Fortunately 
there are no other cases of classification 
as difficult as this, and to offset the de- 
cision made here there are families such 
as 012 which have been classified as loyal 
even though there is some evidence that 
they have actually changed loyalty. The 
only method of grasping the nature of 
consumer loyalty or lack of loyalty is to 
study the individual purchase records as 
reported in the profile. 

Quite apart from the problem of brand 
loyalty, there are several other aspects 
of the general marketing situation that are 
indicated by the consumer purchase data. 
A set of seven standard analyses have 
been applied to all of the products studied 
in order to bring out the similarities and 
differences that exist. The first of these 
analyses concerns the concentration of the 
market among the families which are 


How to Read the Purchase Profile =—=_! 


The tabulation on the opposite page is 
an actual profile of concentrated orange 
juice buying during 1951 by 100 users of 
the products as developed by the Chicago 
Tribune consumer panel. 

The column headed “Family No.” is the 
number of the family on the panel rec- 
ords, and is shown for identification pur- 
poses. 

The column headed “Family Type” is 
a key to race and nativity, owners and 
renters, family size, and income. If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it is a non-white family. If the sec- 
ond digit is 1, it means the family owns 
its own home; 2 means it rents. If the 
third digit is 1, it means the family has 
one or two people in it; 2 means it em- 
braces three or four people; 3 means it 
has five or more members. If the fourth 
digit is 1, it means the family income is 
under $3,000; 2 means it is between $3,- 
000 and $5,000; 3 means it is over $5,000. 

For example, Family 009 is native 
white, owns its own home, contains one 
or two people, and has an income of 
under $3,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of con- 
centrated orange juice for each month of 
the year. The first purchase each month 
is shown at the upper left of the space for 
that month; the next purchase is imme- 
diately to the right. Where more than one 


line is required, the purchases on the sec- 
ond line in any month follow those on the 
first line. 

In all instances the brand names ar* 
coded with two lower case letters. ‘i:- 
number of items bought in one tru: 
action is shown by the digit preceding th 
letters; hyphenated symbols denote con- 
current purchases of different size items. 
Figures following letter symbols denote 
approximate weight of package in ounces. 


Key to Code of Brands in Sample of Concentrated 
Orange Juice Purchases 


he” 2 ee eae ae Bde bea : ae , oe oe ae A hea sae a ae 
ph Ai “PAE are oh : Rh aa ae A 3 Ta rs et Nang. ene ec sie ee a > ae ies a 
iy yt eS of ie eat ee ete ‘ie ee es a pee ee Be peat as ee: eee “aa ; Wee: 
ee T ee ae 
: ee 
4 + 
PO ee rt oy | ae 14 ie 
castles as amis ceed 10 ra 
8 4 
: Sra es 6 
; 100 
7 
Code Brand 
BO cerrcrnserenrcccsnrorrerecves AGO Bigh . 
. Dee .- Birds Eye 
LL 
OB nercensesesosersecsenccserccee OBl- Fame 
OD <sicrctecacomecrssicnione G68 Gaeve 
OD detente Ge Gee @ 
pee vee Donald Duck 
rE 
fg .. cucu Florida Geld 
Ft i owe Flowing Gold 
OS 0 . oe Hampshire 
a 
DD cceesees oe Honor 
; we Kroger 
x 
SD es 8 
TIM orreeecceeeeeeccneeeeeeee Minute Maid ; 
en oe 19¢ Brand 
os ... io a - Old South 
pz occ Pure Sun 
BO cenrerrrecescctssasimrectennes SRD GaGS 
BO oeresceseersteeeeeee SBOW Crop 
een me Stokely'’s 
, se 
Oe snips owe Sunkist 
OP cna we Sunshine 
a  . | 
a hl 
as = hf 
WE vvrenrnsnsesnne Whole Sun 
e 2 
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Among 100 Families—1951 


Basic Data from Chicago Tribune Panel—Charts Copyright by Advertising Publications Inc. 


Family | Family 
Number] Type | January February March April May June July August September | October November | December 
009 1111 1xi6 2by6 2sc6 2pz6 2xi6 2xi6 2by6 2mm6 2mm6] lmm12 
Isc6 2sc4 2by6 2sf6 2xi6 2sc6 2mm6 2mm6 2mm6 
2sc6 2by6 2kr6 2by6 2mm6 2mm6 Imm12 2mm6 
2mm6 1fn6 | 2kr6 
1fn6 2mm6 
2mm6 
012 1112 | 2xi6 2xi6 2sc6 2sc6 2xi6 2sc6 2sc6 1xi6 1sc6 2by6 2x16 Isc6 1xi6 1st6 2sx6 
2xi6 2sc6 2sc6 
024 1113 1sf6 1sf6 1sf6 2by6 lImm6 isf6 1sf6 2sf6 1sf6 1sf6 2sf6 1sf6 1sf6 4sf6 
1sf6 1sf6 
037 1121 2sc6 4sc6 2sc6 4sc6 2sc6 2sc6 2fn6 2fn6 2fn6 2fn6 2by6 2sx6 4sc6 2fn6 4sc6 
4sc6 2sc6 2fn6 2fné6 2fn6 3sc4 1hté 
2by6 3fn6 2fn6 2fn6 2fn6 
046 1122 2sc6 Isc6 Isc6 Isc6 lIsc4 es 2sc4 3sc4 2sc4 4sc4 Isc6 Isc6 Isc6 2sc6 Isc6 
053 1132 - 3sc4 2sc6 2sc6 4sc4 2sx6 3sx6 
062 BOGE Bs ov ar see + ie ons ‘ee re et 4re6 2ac6 “% 
073 1122 | 2sc6 1xi6 Isc6 2sc4 2fn6 1fn6 Isc6 Ihe6 Isc6 Isc6 Isc6 2fn6 Isc6 Isc6 1sf6 2xi6 
1xi6 Isc6 2sc6 2fn6 Isc6 Isc6 2xi6 Imm6 Isc6 | Isc6'"Isc6 
Inb6 Inb6 ldd6 lby6 
083 1122 1xi6 Isc6 1sx6 Isc6 3kr4 4sc6 
2sc6 2sc6 
091 1122 | 2sf6 1sf6 lsf6 2sf6 2sf6 2sf6 2sf6 2sf6 2sf6 2sfé 1sf6 2sf6 1sf6 1sf6 1sf6 2sf6 2sf6 2sf6 1tt6 1sf6 3sf6 35f6 3sf6 1sf6 
1sf6 1sf6 2sf6 1sf6 2sf6 1sf6 1sf6 1sf6 1sf6 3sf6 3sf6 2sf6 1sf6 
1sf6 
105 1123 2sc6 4fn6 Imm6]_ Isc6 3sc6 2sc6 2sc6 2sc6 
| 2mm6 2sx6 | 2sc6 2sc6 
| 1fn6 2sf6 4sc6 
| 2sc6 
j 116 1123 lmm6 2sc6 Isc6 Isc6 Isc6 Isc6 lsc6 Isc6 Isc6 lkr6 
lmm6 2re 2sc6 Isc6 
124 1123. | 2mm6 2mm6 2xi6 2xi6 ws 16 ee os wa ee nae 
' 134 1123 | 4sf6 aa 2sf6 2sf6 2sf6 3sf6 2sf6 1sf6 1sf6 2mm6 | 2sf6 1sf6 
I 2sc6 
! 142 1123 1xi6 2sf6 1xi6 2he6 
| 1sf6 
T 
| 158 1132 2xi6 hes ers rr 2xi6 2sc6 2fn6 ee 2xi6 2xi6 4ws6 2sc6 - ie Tr 
| 167 1133 2sc6 2mm6]| 2sc4 2sc6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2sc4 2mm4] 2mm6 2sc6] 3mmé6 
| 2mm6 2mm6 3pz6] 1Immé 2mm6 Isc6] 2mm6 2mm6 2mm6 2mm6 2mm6 
| 2mm6 lmm6 2mm6 2mm6 2sc6| 2mm6 Imm6 
| z2mm6 
| 175 1133 2sc6 2sc6 2sc6 2sc6 Isc6 
2sc6 2sc6 
| i80 1133 2by6 20s6 i“ lxb6 lpz6 
2sc6 
| 193 ee ay 2fd5 2fd5 2mm6 2fg6 2sf6 2ws6 2ws6| 2ac6 2ac6 2ac6 2ac6 2ac6 2ac6 
| 203 121 | 2scé6 2sc6 2sc6 ‘$a eae ie pans ‘a ata Mee 
233 1211 2mm6 1tt6 2tt6 2tt6 2tt6 2tt6 2tt6 2fn6 2fn6 2fn6 1tt6 2mm6 | 2sc6 2sc6 
2mm6 2sc4 2sx6 
224 1211 en Imm6 1x16 | 1xi6 Isx6 
2sx6 1xi6 ldd6 
2dd6 2sc6 
2sx6 
246 1211 a5 ; 2ws6 2sx6 
259 212 2sc6 lby6 
269 1212 o* ee F los6 
278 1222 2sc4 Imm6] Ilmm6 Imm6 2sc4 
Imm6 
286 1213 lsf6 1sf6 2sf6 2re6 6re6 2re6 1sf6 2sx6 2sx6 2sx6 
2sf6 2sf6 2sx6 
2sf6 
294 1213 2sc6 2fd5 2sc6 6tt6 4tté 2sc6 4fn6 2fn6 2fné6 2mm6 2nmim6 2sc6| 2mm6 2sc6 
2fn6 2fn6 2mm6 2mm6 2cv6| 2mm6 
2ws6 
301 213 | 2xi6 2xi6 2mm6 2xi6 | 2fg6 2tt6 2fn6 2fn6 1xi6 1cf6 Imm6 2sc4| 2cf6 2cf6 2cf6 4cf6 2cf6 lef6 2fn6 lkr6 2kr6 1tt6 2sx6 2s5x6 
2xi6 4xi6 2xi6 2xi6 2tt6 2xi6 lpz6 2fg6 1xi6 2tt6 2cf6 2cf6 ikr6 2cf6 2cf6 2cf6 4cf6 2fn6 lkr6 4sc6 2cf6 2sx6 lkr6 
2xi6 2mm6 2sc6] 2tt6 2tt6 2tt6 2fg6 2tt6 2fn6 lkr6 2cf6 lkr6 lkr6 lkr6 Ikr6 lef6 1cf6 2kr6 2sx6 
3tt6 lkr6 lkr6 2cf6 2kr6 
2re6 
310 1221 2tf6 2sf6 6fn6 2mm6] 2xi6 1xi6 2mm6 Imm6 Imm6 2tt6 1tt6 
2mm6 1st6 
318 1221 og ss nee ae 2fg6 ee aes ail ats ute ie ae 
325 1221 2xi6 2xi6 2xi6 2tt6 4fn6 2fn6 2xi6 1fn6 2fn6 2ws6 4fn6 2fn6 2kr6 2kr6 2kr6 3kr6 2kr6 2kr6 2kr6 3sx6 
2xi6 3tt6 2fn6 2fn6 2fn6 2fn6 2kr6 2kr6 2kr6 2kr6 1sx6 2kr6 2kr6 2kr6 
2kr6 2kr6 2ac6 2kr6 2sx6 2sx6 4sx6 
lkr6 2sx6 2sx6 
338 1222 | 2fg6 2mm6 2sf6 | 2tté 2tté6 1sf6 1sf6 Imm6] Imm6 Isc6] Iisc6 2pz6 Isc6 2tc10] 2sc6 2sc6 lsc6 2sc6 2sc6 2sc6 
isc6 1fn6 lsc6 2sc6 2sc6 Isc6 2sc4 Isc6 2sc6 4sc4 2sc6 2sf6 
2sc6 2sc6 1cf6 2sc6 2tt6 2sc6 2sc6 2sc6 4sc6 
2cf6 2sc6 2sc6 Isc6 3sc6 2sc6 2sc6 4sc6 
lsc6 Isc6 4tt6 2sc6 2sc6 2sc4 2sc6 2sc6 
f lcf6 2sc6 2sc6 4sc6 4sc6 
344 1222 | 2xi6 2he6 2he6 2he6 2he6 20s6 2he6 lhe6 2he6 lhe6 2he6 2re6 2tc10 2tté She6 4tt6 lhe6 lhe6 2sx6 2he6 20s6 
2he6 2he6 20s6 2tt6 2he6 2he6 2he6 
2tt6 2he6 
2he6 3tt6 
350 1222 2xi6 2xi6 2xi6 2mm6 2mm6 saa >a as 
357 i223 3x16 See 2xi6 brag 
366 1222 1xi6 1xi6 2xi6 2nb6 2xi6 2xi6 
Inb6 2xi6 
372 fae if ae 1tc18 Isc4 Isc4 ou « 
381 1222 | 2mm6 2by6 Isc6 2sc6 2sc6 2sc6 2sc6 
2mm6 4sc6 2sc6 2sc6 
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Non-loyalty to Brands High 
Among Concentrated Orange Juice Buyers 
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Family | Family 
Number] Type | January February March April May June July August September | October November December 
389 1223 ° ; eeu A 2tc10 cee w6.8 iia ke ee ons 
396 1223 | 4by6 4by6 | 4by6 4by6 | 2mm6 4tf6 | 2mmé6 4tt6 | 4tf6 2tf6 4tf6 2by6 4cv6 2by6 | 2by6 2tf6 2tf6 2by6 4mm6 4mm6 4mm6 
2sc6 2mm6] 2tf6 2mm6 | 4tf6 4by6 4by6 4tf6 2by6 4by6 2mm6 4tf6 | 2by6 4tf6 3tf6 4mm6 4mm6 4mm6 
2sc6 4cv6 2by6 4tf6 2by6 2mm6 4tf6 | 2mm6 4by6 
403 122 2sc6 2s5c6 oes ss os = as eae 
4il1 1233 2mm6 2mm6 Imm6 Isc6 1fn6 Imm6 
2mm6 Imm6 Imm6 
428 1232 2he6 6he6 6he6 4he6 2he6 4he6 6he6 6he6 4he6 6he6 
2he6 
441 1223 lre6 ‘ cht Se st >a a ae aie cans Imm6 
448 1233 | 2sc6 2sc6 2mm6 2tt6 2tt6 2mm6 Imm6 2tt6 | 2mm6 2mm6 2mm6 2mm6 2tté6| 2mm6 2mm6 2xi6] 2mm6 
2sc6 Isc6 4mm6 2sc6] 1tt6 206 2mm6 2mm6 2mm6 2mm6 2mm6 2tt6 2sc6 2mm6 2mm6 2x16 | 2mm6 
Isc6 Isc6 2tté6 2mm6 2mm6 2mm6 lmm6 2mm6 2mm6 2mm6 2tté 
2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 
Imm6 2mm6 2mm6 
462 2133 | 216 2fg6 2tt6 ; Isc4 
471 2111 | 2he6 2he6 2086 2by6 2mm6 are re ac eee eo oe Son a - ee 
487 2122 2x16 2xi6 2x16 2xi6 2xi6 2xi6 2x16 2x16 2xi6 2x16 2xi6 2xi6 1xi6 2xi6 2xi6 4xi6 2x16 2xi6 4x16 2xi6 1xi6 4x16 
2xi6 2xi6 2xi6 2xi6 Isc6 2xi6 2xi6 2xi6 2xi6 
2xi6 
496 2133 Imm6 2sc6 Isc6 Isc6 2sc6 lsc6 Inb6 Isc6 Isc6 Isc6 Isc6 Isc6 
Isc6 2sc6 Isc6 Inb6 
907 2122 3sc4 owe p 
514 2123 é owe eas Isc4 eid 2re6 . ae 
529 2132 | 4ss6 2fg6 2sc6 2sc6 2sc6 6fn6 1fn6 2cf6 2re6 2re6 lpz6 
4re6 
540 2133 lre6 2re6 2re6 2re6 2re6 2re6 lkr6 4tc10 2re6 2re6 lpz6 2sf6 2kr6 Imm6 2sx6] Ikr6 2tt6 
2sx6 2kr6 lsc6 
2kr6 
549 2133 6sc4 Imm 12 lsc4 2by6 2xi6 1tt6 1sf4 lkr6 
2xi6 2xi6 
559 22 ‘ =e — er a 2mm6 Imm6 wae oa 
7,2 2212 2mm6 2sc6] Isc6 2sc6 2fn6 2sc6 2fn6 2fn6 2fn6 2fn6 2sc6 Isc6 2fné6 2sx6 Isc6 
2sc6 2sc6 2sc6 4fn6 2fn6 2sx6 2sc6 
2fn6 2sc6 2sc6 
2sc6 2sc6 
84 2213 ‘ a +a ou oe és 2mm6 
94 2211 isf6 Isc6 1sf6 1sf6 1sf6 1sf6 2sf6 1sf6 1sf6 2sf6 
2sf6 1sf6 
606 2222 | 2mm6 2mm6 2mm6 2mm4 2mm6 2mm6 2by6 2sx6 2sx6 2mm6 
2mm6 2mm6 2mm6 2mm6 2sx6 
2mm6 
616 2223 2mm6 2mm6 2sc6 2sc6 sien 2sc6 2sc6 4sc4 See ee ; “id 
627 2232 | 2mm6 2mm6 2mm6 2mm6 2mm6 3mm6 2mm6 2mm6 2by6 2mm6 2mm6 3mm6 2mm6 
2mm6 2mm6 2mm6 2mm6 2mm6 3mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 
Imm6 2mm6 2mm6 2mm6 2mm6 3mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2dd6 2dd6 
2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2mm6 2dd6 2dd6 
2by6 2mm6] 2mm6 2mm6 2mm6 4mm6 2mm6 2mm6 2mm6 2dd6 2ad6 
2mm6 2mm6 Imm6 2mm6 2mm6 2mm6 
2mm6 2mm6 2mm6 
2mm6 
632 1222 Isf6 Isc6 Isc4 1xi6 Isc6 Isc6 Isc6 Itcl0 Ilsc4 1xi6 Ilsc6 lsc4 2sc4 4sc4 2sc6 Isc6 Isc6 1tt6 Llsc6 
2tc10 Itcl10 3sc4 Isc4 2sc6 2sc6 ’ 
643 2233 nen 1sf6 
661 $121 ‘ ‘ #'e 6a 2st6 
670 $123 2sf6 2tc10 aca 1sf6 2xi6 
696 3211 2sf6 2sc6 3sc4 “a 
712 221 ee bie. - lsc6 
742 3221 6fn6 1fn6 1fn6 Imm6 1sf6 2mm6 
1fn6 
750 3223 2tce10 
770 3223 aes Imm6 en er 
793 3232 2fn6 2fné 2fn6 2mm6 |] 2mm6 2mm6 
Imm6 
801 1233 2sc6 2fn6 2sc6 2sc6 
2tt6 lsc6 
2sc6 2sc6 
823 1221 Imm6 Imm6 Isc4 2sc4 2mm6 Imm6 
828 2232 2sc4 oe 3sc6 
839 1213 ‘ ema as Ae Imm6 Isc6/ ... : 
846 3122 | 2tf6 Isc4 2tf6 2sc6 ‘ Ihs6 2dd6 2sc6 2sc6 2nb6 2kr6 2cc5 ae 2sx6 
855 3122 | 2sc6 2sc6 2sc6 Isc6 Isc6 2sc6 2sc6 2sc6 2sc6 2sc6 Isc6 Isc6 2sc6 2sc6 2sc6 2sc6 2by6 2sc6 2sx6 2sc6 
2sc6 2sc6 2sc6 Isc6 2sx6 lsx6 
876 1122 | Isf6 3tf6 2by6 4dmm6] 2mm6 2by6 2mm 
2mm6 2sc6 2xi6 
883 1223 2sf6 2sf6 2sf6 2sf6 2sf6 2sf6 2sf6 isf6 eae 2sf6 i.e aie 2sf6 : 
888 2223 2fg6 2fn6 1xi6 6sc4 6sc4 12sc4] 6sc4 20s6 6sx6 4sx6 
4fn6 12sc4 6sx6 2sx6 2sx6 
4sx6 
895 1221 Iby6 Iby6 Isc6 1xi6 eee ee 
904 1213 lbh6 2fn6 2mm6 
Imm12 
920 11tl a 1xi6 1x16 glans 
926 122 Me ~ | Iby6 Iby6 Iby6 Iby6 Iby6 | 1dd6 Idd6 | Isx6 2nb6 | Isx6 2xi6 lby6 
2by6 lby6 Idd6 2dd6 ldd6 1dd6 Inb6 Inb6 lby6 2by6 
idd6 Iby6 | Ilby6 Idd6 | 2nb6 2nb6 
Inb6 2nb6 2nb6 2nb6 
929 2222 .e i Itc10 & a4 
931 2222 lhe6 Isc6 1xi6 1tt6 2sc6 
1fn6 
933 1212 | 2sc6 2sc6 2sc6 2sc6 2sc6 2sc6 2sf4 2sc6 2sc6 2sc6 2sc6 isc6 Isc6 lsc6 
2sc6 2sc6 
939 1233 Imm6 1xi6 1x16 Isc6 1xi6 Isc6 Imm6] Isc4 Isc4 Isc4 lsc4 Isc6 Imm6] Imm6 
lsc4 Isc4 
ey Fen 
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Family | Family 
Number] Type | January February March April May June July August September | October November | December 
942 2211 sats 1dd6 Isc6 ron 2sc6 
947 3212 2re6 2re6 oes ed ire6 4by6 oe 
949 peas. §.3. a ae ies ats Imm6 ae Imm6 ward a ate ws re 
952 1223 | 2sc6 20s6 2sc6 2mm6 | 20s6 4fg6 2xi6 2fn6 2fn6 2fn6 2fn6 2fn6 2fn6 2fn6 2fn6 2sc6 2fn6 2fn6 2fn6 2fn6 2fn6 2fn6 2sc6 2fné6 
2sc6 2sc6 2sc6 2sc6 2sc6 2mm6] 2sc6 2fn6 2cf6 2fn6 2fn6 2fn6 2sc6 2fn6 2fn6 2fn6 2fn6 2sc6 2sc6 2fn6 2fn6 
2sc6 2sc6 2sc6 2mm6 | 2mm6 2fg6 2fn6 2fn6 2fn6 2fn6 2fn6 2sc6 2sc6 2cf6 
2mm6 2fn6 20s6 
955 1211 2sc4 2sc4 2sc6 daa a oar 
957 3223 1fn6 2fn6 a 1fn6 Ey’ Tsc6 2sc6 oe ek 
959 3232 a ie 2sc4 Iby6 2mm6 Iby6| 2mm6 pas 2sx6 1sx6 4mm6 2s{6 
Imm6 Imm6 1sx6 2mm6]| 2sx6 
963 Same §.. x ede raed ae aha te ous oo ey TF 2pz6 2mm6 cont 
966 2111 1sf6 2sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 1sf6 3sf6 1sf6 1sf6 1sf6 
1sf6 2sf6 1sf6 1sf6 1sf6 isf6 2sf6 1sf6 
2sf6 
972 1121 2fn6 lws6 
buyers of the product. A frequency dis- TABLE 5 different brands during the year sub-_ studied, the families-to-volume ratio for 


tribution of purchases by families, Table 
1, enables us to group together the 20% 
of the total families in the profile which 
purchased the largest amount of concen- 


Comparison of Market Shares of 
Concentrated Orange Juice by 
Per cent of Volume and by 
Per cent of Families Sold 


trated orange juice per family. This top Ratio 
20% of the families accounts for 62.4% (approx.) 
of the total purchases reported in the pro- Per Per Fami- 
file. In comparison with other products, cent cent of lies to 
this degree of concentration is the high- of Vol- Fami- Vol- 
est yet encountered and may well be ex- Brand ume lies ume 
plained by the large number of families Snow Crop 24.0 58 24 
which tried the product without adopting Minute Maid 19.0 ‘41 2.2 
it, or by the special advantage of the Flamingo 8.8 22 2.5 
product for families which consume a_ Libby 7.7 29 3.8 
large amount of orange juice. In this con- Sun Filled 7.6 25 3.3 
nection it should be noted that the low- Birds Eye 43 19 4.4 
est 20% of the families, in terms of ounces Sunkist 4.3 21 4.9 
purchased, account for 1.6% of the total Tree Top 4.0 15 3.8 
market, or such a small quantity as to Honor 3.6 6 1.7 
warrant no practical consideration. It Kroger 2.8 " 2.9 
would, of course, be a matter of some im- Top Frost 2.2 4 1.8 
portance to know why these small users Real Gold 2.0 10 5.0 


have not been more interested in the 
product, but this can be determined only 
through a special survey. 


8 In all the products that have been in- 
cluded in this series, the top 20% of the 
families have purchased approximately 
half the total quantity reported by all 
families used in the profile. The obvious 
inference is that the same families are 
the large purchasers for each product 


TABLE 4 
Families Using Brand (Concentrated 
Orange Juices) At Any Time 


Brand 


class, but a test of this inference indicates 
that it is not true. Using the fixed panel 
of 610 families, the 20% heaviest buyers 
of seven of the products (all except sham- 
poo and concentrated orange juice) were 
identified. A comparison was then made 
to see how frequently a family appeared 
among the top 100 in each of the seven 
products studied. The results are as fol- 
lows: 


Number of times Number 
family appeared of 
among top buyers families 
Wan csteetngs ¥eneenanvesnonact 0 
OE cnc waniqe dos dasOntacsceenes 2 
ns da adenine hee ekoba beencake 4 
OD wnce eset ss sndaeendaanenel 33 
re re rere 715 
DP aingadias Kae ban nae eaa ese eae 96 
DD aikkes nokka usw eae aaneden ee 174 
Di cakaskebhiadacantbidwesemen 226 
Total 610 


Not only does this analysis show that 
the heavy buyers are not the same fam- 
ilies in one product class after another; it 
indicates that there is little or no rela- 
tionship between the heavy buying of 
one product and the heavy buying of an- 
other. The distribution shown above is 
not very different from one that would 
have been obtained if we had selected 


100 families at random out of a group of 
610 and labeled them heavy buyers of 
product A, then mixed up these families 
with all the others and again selected 
100 at random to be labeled heavy buyers 
of product B, and so on for seven differ- 
ent products. Strictly by chance the same 
family would come up more than once 
when the take was as heavy as 100 out 
of 610 at each draw. We can conclude, 
therefore, that the factors that make a 
family a heavy purchaser are many and 
varied so that there is no simple way of 
predicting that the buyer of one product 
will or will not be a heavy buyer of an- 
other product. 

Returning to the analysis of concen- 
trated orange juice, Table 2 brings out 
the point that the profile families con- 
centrated their purchases among the top 
ten brands to a greater degree than for 
the other products studied. The favorite 
brand for the profile families was Snow 
Crop, which alone accounted for almost 
a fourth of the total volume. The addi- 
tion of Minute Maid and Flamingo brings 
the total up to half of the ounces pur- 
chased, and for the top ten brands, slight- 
ly over 85% of the total purchases are 
accounted for. 

The interesting point is that this degree 
of concentration among brands should oc- 
cur in a product class where there is also 
evidence of considerable unstable and 
non-loyal purchasing. Part of the ex- 
planation is the higher degree of loy- 
alty of the larger buyers as compared to 
the smaller buyers, and part is due to the 
tendency for the families of unstable 
loyalty to switch from one of the top 
brands to another of the top brands. Both 
of these points have already been brought 
out in the discussion of the purchases of 
particular families. 


s Another indication of the tendency to 
confine purchases to relatively few 
brands is the distribution of families by 
number of different brands purchased as 
shown in Table 3. Even when we allow for 
the 12 families who made only one pur- 
chase and hence buy only one brand, we 
can see that a substantial majority con- 
fined their purchases to four brands or 
less. At the same time, the fact that 20% 
of the profile families bought six or more 


stantiates the claim of a high degree of 

non-loyal purchasing in this market. 
The remaining tables in the analysis 

show the effect of the unstable brand 


concentrated orange juice shows relative- 
ly small variation, a fact which reflects 
the high degree of unstable and non-loyal 
purchasing in this field. Table 6 confirms 


TABLE 6 
Concentrated Orange Juice—Analysis of Volume Concentration 
of Purchases for Four Brands 


Ounces per Brand per Category 
Snow Crop Minute Maid Birds Eye Sunkist 
% of % of % of % of 
Classification* Ozs. 369200 Ozs. 292600 Ozs. 66000 Ozs. 66000 
Over 75% 74400 20.1 117200 40.0 a on ed oo 
50-74.9% 149600 40.5 72200 24.8 1200 1.8 1200 1.8 
25-49.9% 96200 26.1 64800 22.1 41400 62.7 25200 
0-24.9% 49000 13.3 38400 13.1 23400 35.5 39600 
Total 369200 100.0 292600 100.0 66000 100.0 66000 =i 


*Classified into categories showing percentage of a single family’s purchase accorded 


one particular brand. 


loyalty as it affects this market. Table 4, 
however, is of some interest in and of it- 
self in that it shows the low degree of 
penetration of the market by particular 
brands. Only two brands, Snow Crop and 
Minute Maid, reach as many as a third 
of all the families which purchased or- 
ange juice in the period under study, 
while all but nine brands were pur- 
chased by less than 10% of all users. As 
is the case with many of the figures tak- 
en from the total profile data, the low 
penetration is exaggerated by the fact 
that many families made only one or two 
purchases and couldn’t possibly be 
counted as users of more than one or two 
brands. In addition, loyalty to one brand 
was quite, marked on the part of many 
families, making them “unavailable” to 
any other brand. If we lump these two 
factors together we can almost double 
the penetration ratio to express it as a 
percentage of “accessible families” which 
were reached by the brand. Even so, the 
great majority of brands are not reaching 
half of the families which are willing and 
able to try a new brand in a particular 
year. 


8 Tables 5 and 6 attack this problem of 
market penetration from another point of 
view. They show, for selected brands, the 
degree to which the brand secures its 
volume by getting the major portion of 
the business of the families it serves in 
contrast to securing volume by supplying 
a minor share of the business of a larger 
number of families. The ratio of families 
reached to volume sold is one, indicator 
of this aspect of the market. This ratio, 
presented in Table 5, shows that the best 
performer, Minute Maid, averaged about 
half of the business for the families 
which purchased the brand. Birds Eye, 
by way of contrast, averaged closer to 
20% of the available volume for the fam- 
ilies it sold. 

In comparison to the other commodities 


TABLE 7 
Concentrated Orange Juice- 
Classification of Families by 


Percentage of Purchases Accorded 
Brand Principally Bought 


% of Fami 
Classification In Each C 
EE 6 ch43 cs wenn deere 37 
EY - Biai ss dowausevae 33 
SE ere ee 29 
SNE. a vb xa'vacbssuncdeare 1 
Total: 100 
and 1 


famil 
the findings of Table 5 by showing 
more detail the variation between bra 

in terms of the share of their busin 
coming from buyers of varying loyal 
Of the four brands analyzed, only Mi 
ute Maid secured more of its volu 
from “loyal” customers than from the 
more erratic buyers making up the mar- 
ket. 

Table 7, showing the proportion of busi- 
ness given to the major brand, is most 
useful if used in conjunction with the in- 
formation in Table 2. The fact that only 
one family out of the hundred studied 
gave its most favored brand less than 
25% of its total ounces purchased indi- 
cates that the 20% of families buying 
five brands or more had unstable loyalty 
rather than none at all. Or, expressed 
in terms of the reverse point of view, 
the non-loyal purchasers tended to be 
smaller buyers who rarely exceeded 
four different brands in their excur- 
sions into the market. Actually, as has 
been pointed out in previous studies, 
it is an arbitrary decision as to when 
a family is dividing its purchases at 
random among several brands and 
when it is purely buying at random. 
The distinction, however, is highly 
academic from the point of view of the 
manufacturer who is trying to build a 
strong consumer preference for his one 
brand. 


up will follow at a later date. 


This completes a series of nine purchase studies by Dr. George H. Brown. 
Previous studies covered margarine (June 9); toothpaste (June 30); coffee 
(July 14); all-purpose flour (July 28); shampoo (Aug. 11); cereals (Sept. 
1); headache remedies (Sept. 22); and soaps and sudsers (Oct. 6). A round- 
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(Continued from Page 74) 

lose any of its glory by a man expecting 
too much. That's the reason for the ad- 
vertisement “A Hole in One,” that a man 
won't expect advertising to make him 
shoot a 72 in his business if he is only an 


80 shooter, because if he expects too much 
of advertising, then when it gives him a 
normal result, he isn’t getting that which 
he expected and he takes out his disap- 
pointment against advertising and against 
the agency. 


Next week: Mr. Lasker expounds on what he terms “false plusage” of 
agency service and hopes to contribute to the advertiser’s understanding 
of his own power and advertising’s power, with the agency as an accessory. 


Mail Order and Direct Mail Clinic... 


Tips on Yule Catalog Preparation 


By Whitt Northmore Schultz 

If your home is like ours, your postman 
is bringing you, almost daily, holiday and 
Christmas catalogs and flyers from mail 
order companies across the nation. 

We went on a trip recently. When we 
returned there were scores of catalogs 
jammed into our giant mailbox. I note, 
by the way, that my family has studied 
these catalogs with great care, marking 
many pages for later ordering. I’m certain 
my budget will be slightly out of adjust- 
ment come Christmas 

I've been studying all these catalogs, 
too. I suppose I've looked over, analyzed, 
and made notes on at least 100 of these 
felaborate yule promotions In general, 
the layout and copy people who prepared 
Yhe catalogs did a good job 


® Now there are certain elements I've 
Moted in the best of these catalogs and 
Td like to tell you about them. Perhaps 
nese tips will help you when you pre- 
- vour next flyers and catalogs: 
= |. Include a message—a warm, friend- 
message—written by the top man or 
yoman in the firm to start off your cata- 
4 in a personal way. Set the mood in 
Se 
is 


letter, emphasizing how convenient 
AM is to shop by mail; subtle reason-why 
@opy; summary of what's in the catalog; 
@nd a pleasant close to wrap up the friend- 
B good will building message 

2 Qn the catalog or flyer cover—or 
@arrying envelope—have a permit indicia 
that's distinctive yet within postal regu- 
lations 

3. Include this mailing-list protector: 
SPostmaster Form 3547 requested.” And, 
Td recommend you add this new and 
effective special request: “Postmaster: 
Please print or type Form 3547 legibly.’ 
(To keep your mailing list up to date, 
it’s necessary to nudge indifferent postal 
clerks who handle change of address in- 
formation.) 

4. Use slogans like: “Shop the easy, 
armchair way—by mail”; “Your nearest 
mailbox is our nearest store”; “We're as 
near as your pen.” Or perhaps a jingle 
like this one on a recent Helen Gallagher 
catalog: “Let it rain, let it snow! Blustery 
weather can just blow. While I listen to 
it hail, I sit in comfort and shop by mail.” 

5. Keep reassuring your reader: “We 
still pay postage’; “We guarantee safe 
delivery”; “We guarantee full satisfac- 


’ 


tion 


G. D. Crain Jr. Says... 


6. Offer prospects a bonus for large and 
prompt orders—a 5% discount, for ex- 
ample, or a box of candy free if the order 
totals more than $10. Bonus offers in- 
crease individual sales. Higher average 
orders insure faster break-even and plus- 
profit goals. 

7. On order blanks, to take care of states 
requiring special sales tax, write: “Add 
2% sales tax to purchases delivered in 
(state).” 

8. Encourage customers to place or- 
ders for their friends, which you'll handle 
free, thus helping your customers in their 
shopping chores. And you gain new cus- 
tomers in this manner as well as increase 
your average sale. 

9. Use satisfied customer testimonials 
which again reassure new customers. 

10. Take your photos so they're sharp, 
clear, packed with action, showing prod- 
uct in a positive light. 

11. Put brief, bold-face, reason-why 
headlines over each block of descriptive 
copy. Headlines sharply focus attention 
on the item, and the copy following. 


® 12. Keep copy brief, specific, accurate, 
packed with all essential details you know 
your reader wants and needs to make up 
his mind to buy. Keep body copy closely 
tied up with art work on the product. 
(Too frequently catalog readers have to 
search hard and long for descriptions, 
and by the time they’ve found them, im- 
pulse enthusiasm is gone.) 

13. Use easy-to-read type. (Remember, 
many old people have weak eyes.) 

14. Use a quality grade of paper stock 
in flyer, catalog and envelope—both car- 
ry and return. First impressions are as 
important to a successful direct mail pro- 
motion as they are to a person seeking 
a new and better job 

15. Prepare order blanks that are easy 
to understand and fill out, to simplify your 
staff's processing job. 

16. Use reply envelopes to speed orders 
to you. (Many firms this year, I note, 
are using erder-blank envelopes, stitched 
into catalogs. These envelopes and order 
blanks often have photos and copy on ad- 
ditional items that couldn’t be squeezed 
into the catalog proper.) 

17. And, of course, spotlight your 100%, 
backed-up guarantee throughout. 

Following these 17 recommendations 
will make your direct mail promotions 
certain order and profit makers. 


Company Names Bolster Product Brands 


It’s a strange fact that many advertise- 
ments addressed to consumers bury the 
names of the companies sponsoring the 
products to the extent that the reader is 
unaware of the origin of these attractive 
items of merchandise. 

This is particularly true in the food, 
drug, household supplies and other de- 
partments of merchandising where there 


are a great many brand names, with 
which the housewife is supposed to be- 
come so familiar that the advertiser can 
claim that his product is a household 
word. 

The practice of avoiding identification 
with company names is probably based 
on the fact that many companies have 
numerous products which compete with 


each other for a share of the same mar- 
ket. Procter & Gamble, for example, is 
seeking to get the maximum volume of 
soap and detergent business with brands 
which may be in direct competition with 
each other, such as Tide with Cheer, or 
Duz with Ivory flakes. 

On the other hand, it is interesting to 
see that different companies in the same 
fields have different approaches to this 
problem. I am always interested and im- 
pressed when I find a line in a Lever 
Bros. ad which says, “Another fine Lever 
Bros. product.” I can’t help feeling that 
this adds a note of familiarity which will 
attract many consumers who may already 
have had excellent experience and com- 
plete satisfaction with some other product 
of this great company. 


® Most major items purchased by con- 
sumers of course have close identification 
with the companies which make them. 
Probably no purchaser of a Cadillac, 
Buick, Oldsmobile, Pontiac or Chevrolet 
automobile is unaware that his car is a 
product of General Motors. This is true 
even though these respective divisions op- 
erate independently of each other, and 
are highly competitive in some of their 
selling. The same thing ‘applies to pur- 
chasers of Ford and Chrysler cars, no 
matter whether the car bears the com- 
pany name or is identified as a Dodge or 
a Mercury. 


® The appliance manufacturers also keep 
the company name well in front when 
they are advertising different products in 
the line, whether radio and television sets, 
refrigerators, ranges, dishwashers or 
whatnot. In this case the manufacturer 
realizes that the good will of the com- 
pany name, used as a brand for the prod- 
uct, adds an important element of ac- 
ceptance which will hasten its purchase 
by a discriminating buyer studying the 
competitive advantages of many different 
brands. 

Would General Electric, Phileo, Ad- 
miral, Crosley or any other leading ap- 
pliance manufacturer make more sales if 
the brand name were not identified with 
the company name, and if the consumer 
were not even advised as to the factory 
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which produced it? They evidently think 
not, since they continue to push company 
prestige right along with the advantages 
of individual products carrying the com- 
pany emblem as their trademarked, 
branded names. 


® Now it may be argued that a major ap- 
pliance or automobile is a lot different 
from a food product, soap or drug item. It 
is possibly true that in these markets the 
product itself, in character, appearance, 
package and price, must carry the brunt 
of the selling load. Yet what housewife 
would fail to be influenced by the knowl- 
edge that back of the product she saw on 
the shelf of a supermarket were the tre- 
mendous experience and research and 
manufacturing skills of General Foods? 

Advertised brands running “unat- 
tached” in the race for popular favor 
might find the public cheering a little 
harder if it knew of the fine companies, 
with many of whose products it was al- 
ready familiar, sponsoring them. 


® On the other hand, failing to get com- 
pany as well as product brand identifica- 
tion into an ad may make it a lot easier 
for the promoter of a new brand made by 
anew company to get popular acceptance. 
If nobody cares who makes the product, 
any new name has just as good a chance 
as any other new name which is offered 
for popular interest and approval. Some 
of the sensational merchandising successes 
of recent years, scored by companies 
without previous records in national con- 
sumer merchandising, may have been 
made easier because so few company 
names have been added to the competi- 
tive drive in behalf of specific brands in 
their fields. 

The value of the brand name is with- 
out question, as indicated by the fact 
that some company names have been 
changed to take advantage of the popular- 
ity of their leading brands. But when the 
company’s name has prestige, good will 
and familiarity, based on many years of 
contact with the public as consumers, dis- 
tributors, stockholders and suppliers, why 
not capitalize on it in product promotion 
by at least letting the folks in on the 
carefully guarded secret, ‘“‘Who makes it?” 


17,000,000 domiciles. 


was 34 days. 


a few bucks besides yourself. 


Type of Distributor 
Tobacco 
Confectionery 
Grocery 
Other food 
Miscellaneous 
Drugs 


Retailers 
Manufacturers 
Wholesalers 


1951 total savings were $17.2 billion. 


100. (d). According 
1 


Answers to Questions on Page 72 


91. (a). Fish, 3523, Beverages, 347; Meats, 271; Fruits & Vegetables, 241; Apparel, 209. 

93. (c). There were just about enough dogs to go around, one to a boy—with a million 
or so left over for interested little girls. That cat population of the country is believed 
to be 20-30 million, according to Barron’s (April 7), with all of the foregoing which 
are housed (many, unfortunately, wander the streets in search of a bite) crammed into 


93. (b). 46 to be exact, according to the U.S. Department of Commerce report entitled 
Trends in the Grocery Trade, issue of February, 1952. In the mountain states, the average 


94. (a). Corporation securities heads the list, according to the well informed U.S. News, 
with $210 billion. Others on the list are: U.S. state and local bonds §$77 billion (U.S. 
alone is $50 billion); insurance and pension reserves $111 billion; currency and bank 
deposits $136 biJlion; savings and loan associations $16 billion. It is somewhat comforting 
to know that all of us together owe $43 billion in home mortgages; $18 billion in other 
personal debt, including instalment, so that there are evidently a few others who owe 


95. (c). According to the National Assn. of Tobacco Disbritubors, figures were as follows: 


Total retail candy bill in 195] was over a billion smackers. 
96. (c). According to U.S. Department of Commerce numbers: 


97. (a4). According to government figures, and 1952 is going at about the same rate, 


98. (d). According to Progressive Grocer—$12.8 billion of independent store sales, $18.8 
billion of all food store volume, was plucked from the shelf by the housewife herself 
77% of all our $30.3 billion of food store sales were in self-service stores. 

99. (c). As of January, 1952, 221,956, to be exact. That’s more people than live in Syracuse, 
New York’s fourth city, and more than live in any but 46 cities in our fair Union. 

to Mr. Peel's figures, 2,526,371—47%—owned at least one tractor in 


% Volume 


Billion 


Total $70.5 
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Any effective advertising returns a dividend 
of profitable sales. 


But some advertising also returns a second 
dividend. 

It sells the products or services of a com- 
pany in a way that generates public respect 
and confidence for the company itself .. . 


that creates brand loyalty . . . that provides 
a foundation for future sales. 


As controls are lifted, as goods get more 
plentiful and competition for customers in- 
creases, it becomes increasingly important to 
make sure that your advertising investment 
will return both dividends. 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 


Hollywood Montrea! Toronto Mexico City London 
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Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 

lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 

per line. Add two lines for box gumber. Deadline Wednesday noon 12 days 
Ai + 1h 


date. Display classified takes card rate of $12.75 per 
card discounts, size and frequency, apply en display. 


HELP WANTED 


| with accounts of her own to handle my 


HELP WANTED 
WANT PERSONABLE YOUNG WOMAN 


direct mail and phone solicitation. As 
compensation will give you excellent 
LaSalle St. office space, and ample time 
to develop your own business. 
Box 5436, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
BARNARD 

A service for employers and applicants 
in the fields of advertising and publish- 
ing. Office and professional. 
Central 6-3178 176 W. Adams Street 


82 
| 
: . 
A t Executive 
a = 
We need a man to fit these specifications: column inch. Regular 
(GRE ART” NR CRRA 
@ Around 35 years of age— 
40 is about the limit. HELP WANTED 
‘ VERSATILE YOUNG ADMAN 
@ Highly preferred is some experience - FOR SMALL CHICAGO Agence . 
j i rod = fe’'re small, but fully recogni an 
phages =; ad durable P uct | soundly financed. We handle all types of | 
sales and/or advertising. re from industrial -_ retail. We 
@ Agency experience is favorable— phasis on. direct’ mail, ‘This is a unique 
not essential. “ground floor” opportunity which will 
e Th " ‘sit fg a add up roughly to 60% contact and 40% 
e usual requisite 0 ‘ood pe a | copy, plus a smattering of administration. 
quelities—a nility to sell, team spirit, Some knowledge of production necessary. 
apacities for work We don’t want a man with 10 or 15 years 
capac " of experience (frankly, we — pay 
ili ; 7 ; j j that much now!). The man we seek might 
@ Willingness to live and work in either Pittsburgh | cone Ee eet Geaenaae ak & Gea ae 
or Chicago. (where he gets a chance to do everything 
. . . in advertising) or a assistant ad man- 
Step 1—no alternative—is to write a letter to our Chicago ager of a veel outfit. He may even have 
address, stating qualifications clearly and completely. An some agency experience. He probably has 
interview will follow—by appointment. obi pg or owt ae an 
‘ ’ ms ‘ 
If you want to arrange a New York interview, address unconsciously—for a spot which doesn't 
y 
your letter to W. A. Marsteller, Plaza Hotel, New York ol pe) a“ atamen Tae 
4 2. - r a y sonal ar us s . 
City, during the week of December 1 to 6. Otherwise Include complete description of edver- 
write to: tising duties, not just job titles. Indicate 
minimum salary requirement to start. 
MARSTELLER, GEBHARDT and REED, Inc. And tell us why this proposition interests 
185 North Wabash Avenue Chicago 1, Illinois you. 
sina Box 5433, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
a COPYWRITERS 
Openings in top agencies for copywriters 
experienced on consumer accounts. Sal- 
aries to $15,000. 
“ - SHAY AGENCY 
30 W Washington St _~ Chicago 2, Il. 
ormailon for Adverilsers REAL OPPORTUNITY TOR 
COMPETENT YOUNG RESEARCH MAN 
Rapidly expanding, very progressive Chi- 
cago agency has splendid opening for 
-. young man with good educational back- 
. sas : ground in marketing and statistics and 
4508. Check Chart for Better providing condensed and useful in-| some experience in market analysis and 
Letterheads. formation on the territory. It cov- | consumer research, with strong desire to 


“The Psychology of Business Im- 


Pessions” is a new portfolio of- 


fered by the Neenah Paper Co. It 


cd@ntains not only a check chart for 
désigning a new letterhead, but in- 
clades samples of 24 different de- 
s made up for an imaginary 
npany. There is also a “ballot” 
which the recipient can vote for 
favorites. Returns will be tabu- 
i and voters advised of the 
Majority preference. 


No. 4509. Guide to Outdoor Metal 
Signs. 

The Stout Sign Co. offers a com- 
prehensive new catalog, “Perma- 
népt Advertising,” illustrating and 
deécribing its complete line of 
flange signs, hanger signs, under- 
thé-window signs, _ store-front 
pahels, roadside signs, wall signs, 
Treflectorized signs, door “kick 
plates,” “three dimensionals,” etc. 


Wo. 4510. New Study of Oil-Fired 

Warm Air Furnace Market. 

This is the fifth annual “Study 
of the Oil-Fired Warm Air Fur- 
nace Market” issued by Fueloil & 
Oil Heat. It gives figures showing 
state distribution of sales of oil- 
fired furnaces during 1951, a state 
breakdown, tables and curves 
showing progress for the last 17 
years, and a resume of the situa- 
tion now facing manufacturers of 
furnaces and accessories such as 
air filters, fans, cGucts, cements, 
controls, humidifiers, sheet metals, 
ducts and fittings, blowers, regis- 
ters and grilles, shop machinery 
and tools. 


No, 4512. Quick Picture of Victoria, 
ac. 
“Greater Victoria and Vancouver 


Island Market Guide” is a new 
folder from Victoria Press Ltd., 


ers population, dwelling units, cli- 
mate, water, telephone, electric 
meters, gas meters, auto registra- 
tions, retailing, wholesaling, banks, 
colleges and universities, manufac- 
| turing, transportation, etc. An ex- 
cellent map is included, and brief 
media data is provided. 

No. 4513. New Study of Tableware. 
| How is Gorham silverware do- 
| ing vs. Community, is sterling used 
| only for Sunday best, how is Havi- 
| land doing vs. Spode, and what 
| kind of linen do most people use? 
All the answers—and more—are 
found in Good Housekeeping’s lat- 
est Consumer Panel report, “Table- 
ware and Linen.” 


No. 4515. Materials Handling Ex- 
ports Studied. 


209 S. State St. 


learn and advance. Salary around $6,500. 
Reply in detail. All correspondence will 
be held in strictest confidence. Our or- 
ganization knows of this ad. Write 

Box 5430, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
THE advertising world is your oyster if 
you have creative talent. Whether you are 
a beginner looking for a break or a full- 
fledged account executive 

See or call Mary Hughes 
Advertising Dept. 
CADILLAC EMPLOYMENT AGENCY 
Suite 614 WaAbash 2-4800 220 S. State 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
Ha 7-2063 Chicago 


ADVERTISING 
MANAGER 
Man with combination of creative and 
administrative ability, to head up a com- 
plete industrial advertising department. 
This department is composed of a staff 
of thirty covering the entire area from 
copy layout to offset reproduction. Metal 
fabricating plant, manufacture of agri- 
cultural, industrial, or construction equip- 
ment experience an asset. Good employee 


benefit program and starting salary. Full | 
resume of education, experience and past | 


earnings will be appreciated. 
Box . ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ARTIST - By Midwest Agency, three 
hours from Chicago, with experience in 
comps, finish and washdrawings. Send 
samples of work with application. Our 
Personnel know of this ad. 
Box 5426, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 
POSITIONS WANTED 
TECHNICAL ADVERTISING MAN 
and/or Sales Promotion Mgr. Grad. engi- 
neer, experienced in Indust. Advt. Have 
created, produced; ads, sales lit, direct 
mail, sales letters; edited tech. articles. 
Know art, photo, media, reproduction. 
Have sold advt. value to salesmen, man- 
t. Cc led, lived within budgets. 


ADVERTISING MAN—Long established 
fully recognized Rochester, N.Y. adver- 
tising agency wants young man with 
sufficient display advertising experience 
(newspaper or agency) to be of some im- 
mediate assistance to account executive 
on copy, layout, creative work and detail. 
Moderate starting salary, but end result 
for right man can be wide open oppor- 
tunity. Give full qualifications in first 
letter—all replies confidential. Our or- 
ganization knows of this advertisement. 
Box 5419, ADVERTISING AGE, . 

891 Second Ave., New York 17, N. Y. 
MEDIA DIRECTOR 
FOR WELL KNOWN CHICAGO AGENCY 
Exceptional opportunity for man who has 
won his spurs as first assistant. Must 
have solid training and experience, with 
good knowledge of printed media, radio 
and TV. Will supervise staff and placing 
of all orders, handle rep contacts and be 
personally responsible for media on a few 
accounts. Will work as department head 
Splendid chance 


under vice president. 
for top caliber person. Salary around 
$7,500. Reply in detail. Your letter will 
be kept in full confidence. Our organiza- 
tion knows of this ad. 

Write: Box 5431, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING—PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
EDITOR—Vacancy on top notch (Chicago 
headquarters) trade paper offers oppor- 
tunity of a lifetime for a man who can 
both handle details of putting a paper 
to press and make field trips for editorial 
contents. Complete knowledge of graphic 
arts desirable. Send full details of educa- 
tion, experience, age, past earnings. 

Box 5441, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


“1951 U.S. Exports of Materials 
Handling Equipment” is a new 
chart in which McGraw-Hill Di-| 
gest makes the point that this busi- | 
ness is up nearly 30% over the) 
| year before, and provides a handy 
| breakdown for all foreign coun- 
| tries, by dollars, covering convey- 
| ors, cranes, hoists, elevators, trucks, 

industrial tractors, mine car load- | 
ers, etc. Shows where the business | 
is. 


No. 4519. Study of Readership in 

Auto Field. 

The Chilton:Co. offers the first | 
}in a continuing series of Automo- 
tive Service Publication Reader- 
ship Studies conducted by National 
Analysts Inc. The study was de- 
veloped first to provide a continu- 
ing analysis of the editorial con- 
tent of Motor Age, and second to 
evaluate the acceptance of automo- 
tive service publications among car 
and truck dealers and independent 
repair shops. } 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 12. 


Are You 


A hard-hitting, aggressive, competitive space 
man? Are you now capable of becoming a 
big-league business manager of a live, leading 
industrial publication? Are you interested in 
five figures? Will you work, travel, eat and 
sleep your job? For such a man we have a 
great spot in the midwest. Box No. 325 Adver- 
tising Age, 200 East Illinois St., Chicago 11, Ill. 


Now Product Advt. Mgr. with weli-known 
mfgr. of machinery for food, chem., steel, 
tro, power, const., OEM. Want future. 
challenge. Top refs. Age: 32. Salary $10- 
12,000. Want complete resume, some sam- 
ples by return mail? Write 
Box 5432 ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
COPY-CONTACT MAN 

—now writing copy for large Chicago 
agency, wants job which will put to some 
use his seasoned experience in contact 
and in selling agency service. Has done 
outstanding copy-contact johg in beer, 
automotive, foods, household appliances, 
industrial. 
Box 5442, ADVETTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ART DIRECTOR—CREATIVE LAYOUT 
artist with 20 years top experience, de- 
veloping visuals to finished comps, for 
all types of media. Finish-Spot illustra- 


tions. Interested in locating Southwest 
—preferably Eastern or North Central 
Texas. 


Box 5438, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ARTIST SEEKS POSITION 

4% yrs. exp. in designing, lettering, 1I- 
lustrating of booklets, catalogs, pamphlets, 
posters, house organs and training aids. 
Box 5440, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
TRAFFIC ASS'’T., 26, Coll. grad., magna 
cum laude, 19 mons. production-traffic 
exp. Write 
Box 5434, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
FOR RENT - VERSATILE TYPEWRITER 
Packaged with mild-mannered blonde. 
This team has produced adv. copy and 
campaigns which clients cheered - won 
top dramatic radio award - churned out 
TV - and has steadily broken press clip- 
ping records for top political figures, local 
and natl. publicity campaigns. Chicago. 
Box 5437, ADVERTISING AGE, 
200 E. Llinois St., Chicago 11, Ill. 
FREE LANCE ARTIST 
Complete art service available for Chi- 
cago accounts. Ability to follow your job 
through to completion. Assets; experi- 
enced quality and service. 
Box 5439, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


Opportunity In 
Advertising 
Publicity 


Leading northwest forest prod- 
ucts firm, consistent and sizable 
national advertiser, has openin; 
for assistant to advertising an 
publicity director. Promotion pro- 
gram being expanded. Must have 
sales promotion experience. Age 
30-35 preferred. Give complete 
data. Write Box 323. Advertising 
Age, 200 East Illinois St., Chicago 
11, Il. 


Unusual Opportunity for Advertiser or Agency 


TOP ADVERTISING-MARKETING MAN 
NOW AVAILABLE 


USE COUPON 


Readers Service Dept., Apvertistnc AcE 
200 E. Ilineis St., Chicago 11, Tl. 


—please print or type) 


NIT ADAART 
INFORMATION 


Please send me the following (insert number of each item wanted 


At 38, this man has a background of key posi- 
tions in advertising, sales promotion and prod- 
uct development of food, soap, cereal and drug 

roducts, with blue ribbon companies and a 
eading advertising agency. 


@ He has consistently demonstrated the abil- 
ity to find selling ideas that distinguish prod- 
ucts in competitive situations, and develop 
effective promotions. Last new product intro- 
duction produced $7,000,000 sales in first 4 
months, and over 70° market capture in 
first year. 


ened with practical business judgement. An 
aggressive planner, he is accustomed to work- 
ing towards predetermined objectives and ap- 
plying exacting standards in the appraisal of 
advertising and promotion performance. 


@ He’s been making $23,000 per year, directly 
responsible for the advertising and promotion 
of grocery-distributed products of a big-name 
manufacturer. He now wants a new challenge 
where he can use the full range of his abilities 
and share in profits, knowing his value to the 
organization is in direct proportion to his abil- 
ity to build consumer acceptance and to pro- 


NAME ..... 
COMPANY 
ADDRESS 

CITY & ZONE 


TITLE 


STATE 


Se 


@ His thinking is creative, original, and leav- 


mote sales. 


Reply to the address below. | am doing this not for profit, but because of my faith in this 
man. Write John Orr Young, 113 West 57th Street, Steinway Hall, New York 19, N. Y. 
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Advertising Age, December 1, 


Automotive Group 
Criticizes Tire Ads 


CuicaGo, Nov. 25—The Ameri- 
can Assn. of Motor Vehicle Ad- 
ministrators plans to protest to 
the Federal Trade Commission 
against advertising claims “which 
exaggerate the stop-and-go per- 
formance of special winter tire 
treads on snow and ice.” 

The administrators, meeting here 
in their annual convention, took 
note of ads run by a few tire 
companies and retreaders and di- 
rected their executive director to 
show the “dangerously mislead- 
ing” claims to the FTC. They said 
such statements can result in ac- 
cidents and mass traffic tieups. 

The convention also warned 
against colored glasses for night 
driving and “bug deflectors” large 
enough to cause blind spots. 


Fiying Tiger Promotes Three 
Robert V. Woodworth, formerly 
in charge of the interline-agency 
and rates-tariff secticns of the 
Flying Tiger Line, Burbank, Cal., 
has been promoted to general saies 
manager. William A. Staley, for- 
merly a member of the Los An- 
geles sales staff, succeeds Mr. 
Woodworth. Mayo Thomas takes 
over control of interline and agen- 
cy sales and of international sales. 


Glacy Elected Secretary 


Edward F. Glacy, who joined 
Harold Cabot & Co., Boston, in 
1946 and has been production man- 
ager, media director and account 
servicer, has been named secre- 
tary of the agency. 


1952 


| Promotes L. Curtis Booth 


L. Curtis Booth, general sales 
manager of Russwin 
American Hardware Corp., New 
Britain, Conn., maker of Russwin 
and Corbin builder’s hardware, has 
been promoted to v.p. in charge 
of sales of P. & F. Corbin products 
division. He succeeds Earle V. 
| Pomeroy, who has retired for rea- 
‘sons of health. Geddes Parsons 
| continues as general sales manager 
of P. & F. Corbin. 


Sonotone Buys CBS Newscast 

Sonotone Corp., Elmsford, N. Y., 
for Sonotone hearing aids, will 
sponsor CBS radio commentator 


Sunday afternoon and Monday 
evening programs. The Sunday 
afternoon show started Nov. 30, 
4:55-5 p.m., EST. The company 
will sponsor five minutes of the 
show on Mondays, 
p.m., EST, beginning Dec. 1. Kud- 
ner Agency, New York, placed 
| the business. Cedric Adams’ Tues- 
day night show, 10:35-10:45 p.m., 
EST, is still on a sustaining basis. 


products, | 


Cedric Adams in a new series of | 


10: 35-10: 45 | 


Yes, for facts galore on the great 
Chicagoland TV market, 

See TV Forecast's surprising new ~ 
CHICAGO TV MARKET STUDY 

by Market Facts, Inc. 

For your FREE copy Call FRanklin 2-6931 


Oo U \/rorecast 185 N. WABASH AVE., CHICAGO 1, ILL. 


WANTED 
Assistant Advertising Manager 
’ An exceptional opportunity with large 
company in Pittsburgh area for man 
under 35 who has industrial back- 


ground, likes writing and has ability | 


to develop good copy. Several years 
writing experience essential. Very good 
starting salary with excellent pros- 
pects for advancement, State age, ed- 
ucation, experience. Our staff knows 
of this opening. Write Box 322, Adver- 
tising Age, 801 Second Ave., New York 
7, N.Y. 


ASSISTANT ACCOUNT EXECUTIVE 


Advertising Agency handling large air- | 


line account needs assistant account ex- 
‘ecutive to work actively on the account. 
Ability to write and speak Spanish 
would be helpful but not absolutely 
necessary. Transportation experience 
needed. Good salary and working con 
ditions. Applications confidential. 


Address—Box 319, Advertising Age 
200 E. Illinois St. Chicago 11, Ill 


JANUARY FIRST 


We will have an opening for an 
outstanding young trade paper 
space man. If you are interested 
in one of the best industrial space 
jobs in the Chicago area, write 
today. 
Box 324, Advertising Age 
200 East Illinois St., 
Chicago 11, II. 
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Richer, more brilliant color work every 
time—that’s what Hammermill Offset 
offers you. This fine paper brings out 
the full, rich tones and third-dimen- 
sional effect that give life and sparkle 
to your promotional pieces. In black 
and white work, too, illustrations and 


SS ee ae 


type matter stand out sharp and clean. 
Hammermill Offset is economical... 
enables your printer to work quickly 
without costly delays.On Wove or any 
of the four embossed finishes, he 
can print on both sides with no 
objectionable show-through. 


ee en ea 


Send the coupon, today, for the up-to-date sample book and recent 
f —. FOOD Se commercial specimens of color printing on Hammermill Offset. 
I am 26, married, college, with 6 
years top experience grocery prod- 
ucts advertising, mdsg., sales, sales 
promotion. Have case histories suc- 


Map No, 112%, Copyright, American Map Co., Ine.. New York. 


‘e 1 
cessful campaigns. Can provide fresh, 1 t 
creative thous — copy, ans & 4 / Hammermill Paper Company i 
. Box No. 326, Advertising Age. q 1459 East Lake Road, Erie 6, Pa ' 
801 nd Ave., New York 17, N. 1 fr f 
oH Please send me FREE— 
4 : ‘ , ' 
4 the Demonstration Set of Hammermill Offset specimens 
IDEAS FOR SALE 1 = and include the up-to-date sample book. ' 
To: Advertising Agencies, POP Suppliers ; ' 
and Advertisers we offer IDEAS 4 iit : 
Sell 
—POP DISPLAYS AND ADVERTISING q : 
SPECIALTIES. (Over 31 years expe- } Position - 
stones Ky My 4 fa In- BY THE MAKERS OF HAMMERMILL BOND 4 (Please attach to, or write on, your business letterhead) AA-12-1 ‘ 
ba — = | ‘ aed AR me “ es ee eee 
wy og and + Aba 
P. Oo. 8006, Tampa, Fier | 
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Cites Three Reasons 
for Waning Salesmanship 

To the Editor: In reading al! of 
the articles, editorials and ex- 
cerpts of talks on modern selling 
currently appearing in ADVERTIS- 
ING AGE, mostly deploring the poor 
quality of today’s salesmanship, 
| have seen little, if anything, re- 
garding the real causes of this 
condition or concerning the fact 
that it is one of the results of 
progress in merchandising 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BI LISTS EXCLUSIVELY 
fer over 55 yeers 
90 Fifth Ave., Mew York 11 
OR 5-3523 


When you 
need 
RECENT 
BIRTH 
LISTS 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


In the grocery field the advent 
of self-service merchandising has 
almost eliminated personal sell- 
ing. Groceries today are avail- 
able at a substantially lower mark- 
up than could ever have been pos- 
sible through service stores. In- 
dependent Grocers’ Alliance was 
one of the pioneers in this change 
in grocery merchandising, and we 
fee! that the loss of personal sales- 
manship here is more than offset 
by the resultant savings to the 
consumer. To a lesser degree, self- 
service merchandising is affecting 
many other fields, and still others 
are contriving other economies in 
their distribution which are elim- 
inating unnecessary services, and 
resulting in smaller markups. 

Where selling at retail levels is 
still needed, the responsibility for 


And it 


—~ 
—s 
—_——_—o—e—— ee ee ee ee ee ee ee ee ee ee ee ee es 


Main Office and Plant at 
Carle Place, i. 1, N.Y. 


Sales Offices in 


Philadelphia, 
Lovisville and Tampa. 


.. every word of it is true! 


*s the kind of a story that 


everyone concerned with sound 


merchandising likes to hear! 


took U. S. Line Company to 


break the ice in their field and bring 
fishing lines, here-to-fore always 
stocked under counters, out into 
the open with this self-service 
merchandiser. The whole idea was 
conceived, planned and executed 
by Consolidated—delivered 
right on schedule, well within the 


budget allocated by U. S. Line Co. 


Make your under-.counter 


items pop out into the 


open with displays . . . 


Sales Engineered by 


LONSOLIDATE 


Lithagraphing Co t 


MEMBER OF THE POINT OF PURCHASE AOVEETISING 


wsrirure 


| duction in prices possible through | 


|of the effect of shortages upon 


| standing of the reasons why, and 


‘charts in selling is to help buyers 


| carry 
really help the prospect to take in 
i 


this and its cost will fall upon 
some phase of the distribution. | 
Generally upon the manufacturer, 
as he is the most interested party. 
More apparent, it is a case for 
better promotions, advertising, 
take up the slack created by a 
revolution in merchandising meth- | 
ods. It requires more advertising, 


| 
| 
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the benefits thoroughly and quick- 
ly. But it just doesn’t make sense 
to me to advise salesmen to leave 
proven selling tools at home. 
Srpney EpLuNp, 


President, National Visual 
Presentation Assn., New York 
. s +. 


Places Hollander Correctly 
To the Editor: In your Nov. 10 

issue you reproduced an advertise- 

ment that we prepared for Cana- 


t0 | dian newspapers. Your caption con-| 


tains one small error that we would | 
like to correct. You attribute the 


campaign to A. Hollander & Son of 


and more informative advertising, | Newark Correct name of the ad- 


and full realization that personal | 
selling is on the decline due to its} 
high, and often unnecessary cost. | 

This is no condemnation of per-| 
sonal selling, nor do we feel that} 
personal selling is outmoded, as it 
is obviously essential in a great} 
many fields. 

The second major reason for 
decline in personal salesmanship | 
is that this decline is a product} 
of our creeping socialism, the 
something-for-nothing attitude 
which is being felt most in the dis- 
appearance of pride in workman- 
ship. 

I am convinced that the re-! 
the elimination of unnecessary | 
services is desirable, but I can) 
only deplore any reduction in pride 
in workmanship. 

The third reason is the psychol- 
ogy of scarcity. We are all aware 


salesmanship. This condition will 
correct itself rapidly, or heads will | 
roll. | 

Any failure to consider all of 
these reasons can only result in 
lopsided thinking. It is up to us 
in the advertising field to edu- 
cate our principals to a full under- 


to a full realization of the greater 
burden that must be placed on } 
promotion. 
James H. Torren, 
Director of Advertising, IGA 
Grocergram, Chicago. 
e . a 


Challenges Kobak's Advice 
on Eliminating Visual Aids 

To the Editor: As president of 
National Visual Presentation Assn., 
I feel I must take issue with Ed- 
gar Kobak’s advice to salesmen 
as reported in your Oct. 27 issue. 
He recommends that salesmen get 
the facts into their heads and then 
leave the charts at home. 

If this is good advice why should 
not the salesmen get the facts 
about their goods into their heads 
and then leave their samples at 
home’? The purpose of samples or 


to understand better the benefits 
they may anticipate. According to 
Purchasing’s excellent survey re- 
ported in their October, 1950, is- 
sue, buyers want to get facts 
quickly and thoroughly and much 
prefer that salesmen use charts 
and other modern means of visual 
presentation in making their sales. 

Navy studies indicate that when 
appeal is made to the eye as well 
as to the ear that people learn up 
to 35% more in the same length} 
of time and retain what they learn | 
up to 55% longer. Isn't it good 
practice for salesmen to help their | 
prospects to take in more and re-| 


tain it longer, especially when| 
they want such help”? 
Last January at a_ luncheon 


meeting of the Sales Executives 
Club of New York a visual presen- 
tation was shown which was used 
only in cases where the well- 
trained company salesmen had) 
failed to get the prospects’ busi-| 
ness. Using the presentation these 
same salesmen in each instance 


| got the contract. Visual presenta- 
tions have had a major part in 


this and many sales miracles, and 
charts are frequently an important 
part of these presentations. 

I do not suggest that salesmen 
charts except those that 


corporation. 
| ments 
| : ; ; 
}technical information and adver- 


vertiser is A. Hollander & Son Ltd. 
of Montreal and Toronto. Although 


;/my agency handles both companies, 


the American corporation is com- 
pletely separate from the Canadian 
There are arrange- 
for mutual exchange of 
tising approaches but each com- 
pany is owned by different people | 


and operates independently. 


LEsTER LEBER, 
The Lester Leber Co., New 
York. 

* * aw 
Canadian Brewer Enters 
Lists for Longevity 

To the Editor: There has just | 
come to my attention an article 
which appeared in the Sept. 29 is- 


| 
| 


| sue of ADVERTISING AGE and which 


calls for correction. I am referring 
to the piece about the F. & M.| 
Schaefer Brewing Co. in which it 
is stated that the Schaefer Com-} 
pany “is the only brewery in 
America which has been owned 
and operated throughout the 110 


years of its existence by the same 
family.” If the term America is 
held to include only the United 
States, the claim may be entirely 
valid. However, if Canada is in 
America, as many geographers 
have long held, then Schaefer is in 
error by 56 years at least. In Mont- 
real, Can., a not altogether in- 
significant part of America, there 
exists a brewery which has been 
operated continuously in the same 
location by the same family for at 
least 166 years. 

Molson’s Brewery was first es- 
tablished on the banks of the St. 
Lawrence, at a point which is now 
part of the Montreal waterfront, 
in 1782. In 1783 John Molson, a 
lad from Lincolnshire aged 19 
years, secured an interest and in 
1786 exclusive ownership. From 
that date to this, the Honorable 
John, his sons, grandsons, great 
grandsons and great-great grand- 
sons (of whom there are now five 
presently associated with the busi- 
ness) have veen actively engaged 
in the brewery ownership and 
management without a single in- 


| terruption. It is from 1786 that the 
' company dates its origin, although 


the historic facts show that it could 
properly lay claim to another four 
years of life or 170 in ail. 

With such a record of longevity, 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
megs. and newspapers reach 
top circulations becouse eof 
them. SINGLE PRINTS or 


money-savii sub. aveil- 
able. Write for FREE Proof- 
book No. 11. 


EVE*CATCHERS, Inc. 
-. 207 €. 37th St., N.Y. City 16 


-Zournal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


371,134 DANY 


* 300,907 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANAHAN COMPANY 
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Molson’s Brewery is not only the 
oldest brewery in America but 
in all probability the oldest man- 
ufacturing enterprise to have en- 


joyed an unbroken continuity of as you are fortunate to have the, 


ownership and locale for so long 
a period. There are possibly half 
a dozen New England businesses 
which can point to an earlier 


founding date but none has re- as expendable filler. 


mained in the same family or at 
the same location for so many 
years. Incidentally, the original | 
cellars built by the Honorable | 
John in 1786 are still in use. 

It may be of interest that John | 
Molson’s output in 1786 was about | 
50 casks of 52% of the old wine) 
gallons while the current annual | 
production is around 1,600,000 | 
barrels of 25 imperial gallons each 
Not only is Molson’s the oldest 
brewery in America, it is also one 
of the very largest. 

MERRILL DENISON, 
New York. 
© ° 
Wage Earner Forum Reports 

To the Editor: Note the article 
on Page 2, Nov. 10 issue AA re-| 
garding the pollsters. 

Did you ever happen to hear | 
of the Wage Earner Forum? Do) 
you remember that in 1948 it was) 
the only poll of a nationwide char- 
acter which correctly foretold! 
Truman’s reelection? Are you 
aware that on Oct. 28 it again 
foretold Eisenhower's election— 
for “as the wage earner goes so 
goes America.” 

In our Oct. 28, 1952, report, if 
there were counted only those who 
had made a decision, the result 
was Eisenhower 53%—Stevenson 
47%. 

Oh well, after all, people who 
are constantly right do not attract 
attention like those who pull 
boners. 

Everett R. SMITH, 

Director of Research, Mac- 

fadden Publications Inc., New 

York. 

The most significant statement 
in Ev Smith’s Oct. 28 report on the 
“Wage Earner Forum”: About an 
equal number of the undecided 
had declared for each. 

Mr. Smith’s assertion that his 
forum “foretold” Eisenhower's 
election is a little strong. Actually 
his Oct. 28 report said: 

“This report is not intended as 
an election forecast, but presents 
the intention as of less than two 
weeks before the election. These 
wage earner voters may well de- 
termine the result of the election 
as they did in 1948, in which case 
it should go for Eisenhower.” 

a ° 7 
Calls Pollsters’ Election 
Data a Disservice 

To the Editor: I heartily agree 
with your editorial on marketing 
and election polling. However, | 
think you let the pollsters off a 
bit too gently. In fact, your edi- 
torial comments, while entirely 
correct, are more restrained than 
the facts warrant. And that is 
basically the same bone we have 
to pick with the pollsters. 

It is my personal opinion that 
the misleading interpretation 
which the pollsters gave to their 
data in the current election has 
done marketing research a dis- 
service, second only to the 1948 
debacle. They should either have 
the courage of their convictions or 
stop confusing the public. 

Jack C. GRIFFIN, 

Market Research Director, 

Building Products Division, 

Reynolds Metals Co., Louis- 

ville, Ky. 


o o . 
Who Said ‘Expendable’? 

To the Editor: Monday after 
Monday many of us have regretted 
the absence of Newcomb & Sam- 
mons employe communications ar- 
ticles occasionally included on the 
feature pages. And I fear the re- 
gret is rapidly turning to resent- 
ment as the column appears less 
and less frequently. 

N&S, when appearing in AA,| 


1952 


peated a lot of ads. I say this 
because the Reddy Kilowatt serv- 
ice, to the best of my knowledge, 
offers very few complete ads. 
Could be that Mr. Harwood doesn’t 
know enough about the very ex- 
cellent Reddy Kilowatt services. 

Then he goes on to say, in the 
same paragraph, that the “com- 


are offering information on reach- 
ing an audience numbered in the 
many millions. There are few ex- 
perts in the business, and as long 


best in the business available as 
columnists, I would suggest that 
you treasure their stuff as invalu- 
able feature information, and less 


pany’s advertising now makes its 

Joun T. McCune, appeal at the human interest 
Coordinator, Western Paper level.” The inference seems to be 
aaa Menasha, Wis. that you can’t do that by using 


Reddy Kilowatt. And yet that is 
Ba cks Reddy Kilowatt's ' exactly the purpose Reddy was de- 
Work in Utility Copy signed for. -: and a lot of people, 
To the Editor: In your Nov. 10 including this writer, feel that the 
issue, in “The Voice of the Adver- | results have been very fine. In- 
tiser,” there appears a letter from | Cidentally, if that isn’t Reddy at 
P. Harwood, Harwood Adver- | the bottom of. one of his ads, this 
wonderful Gulf Coast air must be 


tising, Tucson, Ariz. I don’t know : : 
Mr. Har-vood but it is apparent| 8¢tting the gent 
from his letter that all that fresh | N McCuLtocu, 


air he recently discovered in Ari-| Supervisor of Advertising, 
zona has been too much for him. | Mississippi Power Co., Gulf- 
port, —_ 


If the utility company has been 
presenting Reddy Kilowatt mat 
service ads they must have had| ‘Menegount Is Pocket Size 
either an extremely small adver- To the Editor: Your Robert 
tising program or they have re-| Newcomb and Marg Sammons in 


5 


| eral Electric Monogram,” 


their article on pocket size em- 
ployes’ journals a few weeks ago 
forgot to mention what we think 
is the best one of all. 
We switched over to this size 
about six months ago. 
F. C. HorTON Jr.. 
Lamp Department, General 
Electric Co., Chicago. 
Mr. Horton refers to the “Gen- 
an intra- 
company magazine published for 1 
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office employes of GE and its af- 
filiates. It is a bright, professional 
looking pocket size publication. 


Our hobby 


is setting small ads 
a: 


When the cost of inquiries has to be kept 
low, and the professional appearance of 
AY P. your —— ad retained. our services fit the 


WALK need. FREE samples may be of interest. 
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The 
comeback has set off the great land rush 


vanished frontier in an amazing 


of 1952! While Conestoga pioneers sought 
the richest soil, today’s trail blazers hunt 
for poor lands—with a low price tag. 


Paying $10 to $30 an acre for sandy hillsides, 
brushy arroyos, marginal or abandoned land... 
applying fertilizer, crop rotation, the latest 
rejuvenating techniques...ambitious young 
farmers convert “poor” to “good” land worth 
$50 to $100 per acre. 

SUCCESSFUL FARMING’s on the spot reperts of 
the opportunities of the new frontier .. 
correspondents in cleven states... will interest 
any advertiser interested in finding new and 
better markets! 


. from 


¢> Farming is a business... where continuous 
w research on new methods of land utilization, 
crop varicties, better quality poultry and 


eggs, improvements in management practice, 
raise production and profits. No other major 
industry is undergoing such broad changes, 
making such rapid forward strides! 

The farm home progress is equally striking 


Land rush...1952 Model! 


.. with new building and remodelling on a vast 
. color ensembles in decoration, 


scale... 


design...the newest appliances which save steps 
Today’s better farm 
homes are the nation’s best market for all kinds 


and time, increase leisure. 
of quality merchandise! 


Best selling opportunity. . 


FARMING’s audience... 1 


approximately a million concentrated in the 
fifteen agricultural Heart states with the best 
land, buildings, and equipment, largest 
investment, greatest mechanization, the 4, 
casily 
50% above the US farm average. 
The general media mostly miss this 


highest yields and incomes... 


choice market. National 


need SUCCESSFUL FARMING for deep 
and 
wide influence based on filty years 


penetration, high readership, 


of service. You're not getting the most from the 
national market, if you overlook this market and 
medium. For full facts call the nearest SF office. 

MrrepitH Pusiisninc Company, Des Moines 
Cleveland, 
Atlanta, Los Angeles, San Francisco. 


. New York, Chicago, 


. is SUCCESSFUL 
,200,000 families, with 


advertisers 


better 


Detroit, 
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‘Chain Store Age’ Totes Up Self-Service’ 
Sales, Finds They Hit $30 Billion Yearly 


New York, Nov. 26—Self-serv- 
ice sales account for a minimum 


of $30 billion in annual retail sales | 


and may account for as much as 
$40 billion—or about 20% to 25% 
of total retail volume. 

Those figures, plus other per- 
tinent data on the growth of self- 
service in many lines of merchan- 
dise, will be published in the Dec. 
1 administration issue of Chain 
Store Age. 


Merchandise being sold in 
chain stores, in addition to foods, 
the magazine says, includes men’s 
shirts, women's shoes, housewares, 
men’s hats, sporting goods, pro- 
prietaries, power tools, paints, pil- 
lows, bedding, handbags, lamps 
and electrical supplies, china and 
glassware, boys’ wear, and a 
variety of other items. 


s A group of 208 franchise variety 


WHAT CAN YOU SELL... .° | 
TO THE VENDING INDUSTRY ? 


yeu 
of its pote 


intermonen 


The vending industry hos grown se fost 
thet few solermanegers ove owore of 


expert epprenel 
NOW PREPARING 


nel sole 
ANNUAL OMECTORY ISSUE 


* Food Products Beverages, Condy. 
Tebacce ond others 


* Component Ports bese moterials, 
motors. volves. etc 


* Meterels Mending Devices moter 
trucks, wereheusing tools, etc 


* Business Equipment; Office me- 
chines, printed inventory 


ork fer ‘ . 


equipment 


ng TEE Bandoiph 


stores is reported to include 120 
completely self-service units. Wage 
costs in the 120 stores were 9% 
last year compared with 12% in 
the other 88 stores in the group. 

Stores converting to self-service, 
the magazine reports, experienced 
an average sales increase of 25%. 
Shrinkage was 12% in the self- 
service stores compared with 244% 
in the conventional stores. 

One store which converted to 
self-service recorded an average 
sale of 31¢ under the old system, 
but increased its average sale tc 
82¢ under self-service. 

Macy’s, New York, sold $30,000 
worth of $13.88 dresses on a recent 
Monday on a sclf-service basis. 
A Macy promotion of this size, | 
CSA says, usually employs about | 
145 sales people, but the event| 
in question required only 45 clerks. 

| 
® “To the food chain man, it’s old! 
hat,” CSA says. “Self-service, to! 
him, is an established method of | 
doing business. But even in this 
most advanced field of self-service, | 
new trials and new errors are be- | 
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ing made, and new solutions are! “In the hardware, auto acces- 
continually being found, as in the) sories, department store and mail 


self-service merchandising of 
meats and produce as well as soft 
lines, toys, housewares, health and 
beauty aids and even style mer- 
chandise. 

“To the drug chain man, it’s an 
exciting new way of running a 
store. Debate rages hotly in the 
drug chains,” the magazine re- 


ports. “The basic idea of convert- | 


ing to self-service is almost out- 
side the realm of debate; events 
are catching up with the ‘hold- 
outs.’ The details of setting up a 
store for self-service, however, 


supply considerable ammunition | 


for argument. 

“Customers have served them- 
selves for many years,” CSA points 
out, “in many of the stores of 
mass-merchandising apparel 
chains. It is not necessary to point 
only to the Robert Hall or S. Klein, 
or Ohrbach type of store, nor to 
the recently announced Jonas 
Shoppes Co. self-service plans, to 
produce examples of self-service 
retailing in this field. 


What Clark Gable Said 


To Celestine Sibley 


Is News Back In Georgia 


—— Sibley is a reporter, a columnist, a feature 


writer on The Atlanta Constitution. Twice each year she 


goes to Hollywood to obtain feature articles for The 


Atlanta Journal-Constitution Sunday Magazine. 


; Hollywood news is always interesting to Atlantians and 


Georgians, but when it is written by one of their local 


writers it is all the more entertaining. Georgia folks like 


to know what pictures the stars are working on, what 


they say to Celestine when they see her, and Celestine 


‘Jou 


Sunday Circulation 471,886 


always has the homey touch that registers back in 


Georgia. 


This is just another illustration of why The Journal- 


Constitution Magazine Section has such a hold on Geor- 


gia readers. It is another reason why the readership 


study comes up 99 per cent of the women and 96 per 
cent of the men who read the Sunday paper read The 


Journal-Constitution Magazine. 


You can well understand also why this Sunday Maga- 


zine is a great advertising medium. 


National Representatives, Kelly-Smith Company 


al and (Ons [UU LLON win: 


A. B.C. Publisher's Statement 3-31-52 


order chains across the nation, cus- 
| tomers are serving themselves, to 
| greater or lesser degree, in vir- 
tually every type of retail outlet. 

“By its very nature,” the maga- 
zine continues, “self-service means 
| concentration. Merchandise lines 
| get the space they merit, and vol- 
| ume sellers get mass display. This 
concept, as old as retailing, takes 
on new meaning when the bulk 
of merchandise must sell itself on 
| sight. 

“Some of the implications of 
concentrated selling, of special in- 
terest in fields where self-service 
has only begun to develop, are: 

“1. The package is paramount. 
Included in the ‘package’ is de- 
scriptive, informative labeling, or 
|a clear view of its contents, or 
| both. The package must ‘stack’ or 
| be otherwise easy to handle and 

display. And a recognized brand 
name helps considerably. 


a “2. The supply lines must be 
kept open, and the merchandise 
|in constant movement. Ordering, 
| warehousing and _ transportation 
| systems will undoubtedly receive 
considerable overhauling as the 
full weight of concentrated self- 
service selling makes itself felt. 

“3. Store layout will be viewed 
afresh. Customer traffic patterns 
will take on new meaning. The en- 
| tire store will be designed as a 
| selling mechanism—with related 
‘selling, trading-up and all the 
| other sacred cows of service selling 
| taken care of through carefully 
| conceived display, merchandise 
| placement, signs, labels. 

“4. Mass displays will be 
‘punched up’ by light coming from 
fixtures designed for flexibility, as 
|part of the over-all scheme to 

make the display sell the mer- 
chandise. 

“5. Mechanized handling of mer- 
chandise will assume greater im- 
portance at the store level.” 


s After citing a number of other 
| aspects of self-service, and listing 
'some of the outstanding current 
| plans and ideas on the subject, 
|CSA quotes C. D. Southard, v.p. 

of Butler Bros., who says: “The 

important thing involved in pro- 

ducing good self-service operation 
| is religious use of the checklist to 

make sure that goods are on sale, 
| in stock and on order.” 

It is fair to conclude, CSA says, 
that “self-service has permeated 
virtually every branch of chain 
store retailing. The question that 
remains is: ‘How far do we go in- 
to it, and exactly what form should 
it take for us?’” 


KOIN Employes Buy 432% of 
Stock from Stolkin Group 


The employes of KOIN and 
| KOIN-FM, Portland, Ore., have 
purchased a substantial block of 
stock, 434% of the total, of Mount 
Hood Radio & Television Broad- 
| casting Co., which operates the sta- 
tions. The group which relin- 
quished its stock includes Ralph 
Stolkin, Edward Burke Jr. and 
Sherrill Corwin. Mr. Stolkin and 
Mr. Burke are part of a group 
which recently purchased a con- 
trolling interest in RKO Pictures 
Corp. from Howard Hughes (AA, 
Sept. 29). 

The corporation is an applicant 
for Channel 6 in Portland. Another 
applicant is Pioneer Broadcasters 
Inc. KXL Broadcasters, one of the 
original applicants for this channel, 
has withdrawn its application. 


Mrs. Melin Rejoins Kimball 

Mrs. Georgena S. Melin has re- 
joined Abbott Kimball Co. of Cali- 
fornia, Los Angeles, as fashion ad- 
viser and account executive. Pre- 
viously, she has held sales promo- 
tion positions with Bonwit Teller, 
New York; Neiman-Marcus, Dal- 
las, and Broadway Co. and May 
Co. in Southern California. 


| 

| MacInnis Appointed Ad Head 

| Harold E. MacInnis Jr. has been 
| appointed advertising manager of 
| Boston Varnish Co., Boston. 
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$1,000,000 Anti-Trust Suit Brought 


Against Newhouse 


(Continued from Page 1) 
{WNDR] would end up in bank- 
ruptcy, that it could not survive 
in competition with newspapers 
owned and controlled by him, that 
he was in a position to make it 
very difficult for plaintiff to suc- 
cessfully operate, and that as a 
result it would end up in bank- 
ruptcy.” 


= Mr. Newhouse said he needed 
control of a radio station, it is 
charged, to protect the “monopo- 
listic position then enjoyed by him 
through his dominion and control 
{of the two dailies], and that he 
intended to keep it and that no one 
would stop him; that by obtaining 
a radio station, he would have a 
commanding and overpowering 
position reaching 100% of the 
families in central New York, and 


that said monopolistic position has | 


been very profitable to him and 
the defendant over whom he has 
dominion and controi.” 

At the time, the complaint says, 
the Newhouse interests did not 
own or control WSYR nor any 
other radio station in central New 
York. 

On July 8, 1947, Mr. Newhouse, 
through his authorized representa- 
tive, Edward O’Hara, offered to 
buy WNDR’s capital stock for 
$475,000, the complaint alleges. 
This was rejected. That same 
month, he approached Central New 
York Broadcasting Corp. and of- 
fered to buy its only property at 
the time, WSYR, for $1,200,000. 


= The offer was accepted and in 
May, 1948, transfer of ownership 
to Mr. Newhouse was approved by 
the Federal Communications Com- 
mission. This gave the publisher 
control of the city’s two dailies 
and one of its five radio stations. 
From July, 1947, and continu- 
ously until Oct. 30, 1952, the com- 
plaint continues, “the defendant 
and others to plaintiff unknown 


engaged in combination and con-| 


spiracy in unreasonable restraint” 
in news, local and national adver- 
tising in violation of the interstate 
commerce and trade acts. 

The defendant did this with his 
newspapers and radio station 
which “had entered into and are 
now partners to a series of con- 
tracts with its advertisers in un- 
reasonable restraint. ..” 
tempt to monopolize interstate 
commerce and trade, it is charged. 


8 To carry out its schemes, the 
complaint charges, the defendant: 
1. Embarked on a course of con- 


duct which would result in driv-| 


ing WNDR out of business or into 
bankruptcy. 

2. Publicized rumors and false 
statements that WNDR “lacked 
stability,” would not be able to 
serve its accounts in the near fu- 
ture, “spread false and malicious 
rumors through the advertising 
trade that a large number of 
plaintiff’s clients were in the proc- 


ess of discontinuing business re-| 


lations,” and that the station was 
due to go out of business. 

3. “Created a state of hysteria 
among employes” by telling them 
that they would lose their jobs. 

In addition, the defendant “pub- 
lished false, misleading and dis- 
torted news items” concerning the 
plaintiff. Examples given included 
the fact that when well-known 
local broadcasters joined WNDR, 
from WSYR and other places, the 
papers did not publish the news; 
when these men made public ap- 
pearances as a public service they 
were identified only as a “local 
radio personality,” and in news 
items concerned with WNDR, the 
station was identified as “a local 
radio station” and never by its call 
letters. 

The defendant is charged with 


in an at-! 


Papers in Syracuse 


using “unscrupulous sales meth- 
ods” and “disreputable and dis- 
honest business methods designed 
to ruin the plaintiff's business.” 
On several occasions the de- 
fendant newspapers are charged 
with conspicuously publishing “un- | 
ethical and false items pertaining | 
to litigation in which plaintiff bag, 
engaged with creditors to demoral- 
ize employes and accounts. This 
move necessitated organization by 
plaintiff of creditor’s committee to 
avoid bankruptcy.” 
As for combination rates and 
favors to special advertisers, the 
complaint says WSYR offered ad- 
vertisers preferred page positions | 
in the Post-Standard and Herald- | 
Journal as well as free publicity | 
in the news columns, as an induce- | 
ment to sponsor radio programs. | 
“Potential advertisers were of-| 
fered and received free advertise- | 
ments in defendant newspapers as 
an inducement to advertise over 
WSYR and that such free adver- 
tising was refused to the plaintiff.” | 


8 The newspapers “granted publi- 
cation privileges and services to 
WSYR not extended to WNDR,” | 
and all three had reciprocal agree- | 
ments to plug each other in their | 
respective media, to the complete | 
exclusion of WNDR, it is alleged, 
‘and “by illegal subterfuge have 
given to WSYR rebates, discounts | 
on items and other preferences | 
which were denied to plaintiff.” 
The Post-Standard is charged | 
with getting free advertising over | 
| WSYR while exacting standard 
rates for the station’s advertising. 
| Classified and general advertisers | 
| were required to buy both papers. 
as a unit and could not use one pa- | 
per without the other, it is charged, | 
and “certain advertisers desiring 
to advertise in the Herald-Journal 
have been required to purchase 
advertising time with WSYR” and 
the defendant has “refused to sell | 
that advertiser any space unless he 
| did so advertise with WSYR.” 
The radio station, owned by ten 
| individuals, many of whom are 
local business men, seeks $1,088,- 
112.15 in damages. The defendant 
has 20 days from the date the suit 
| was filed to reply. 


WNDR CHARGES HAVE NO 
FOUNDATION: NEWHOUSE 
New York, Nov. 26—Replying 
to the $1,000,000 law suit filed by 
WNDR against his two dailies and 
radio station in Syracuse, Publish- 
er Samuel I. Newhouse has issued 
|a statement declaring the “charges 
!are wholly. without foundation.” 
| The statement follows: 
“WNDR, as well as the other ra- 
| dio stations in Syracuse, have been 
| operating in a radio-crowded field. 
In addition to the WSYR (AM and 
TV) stations there are three other 
radio stations besides WNDR: 
| WOLF, WAGE, WFBL. There is 
| also WHEN-TV. Far from there 
| being a monopoly, the radio field 
in Syracuse is in fact wide open. 
“The Syracuse newspapers have 
operated on a basis of friendly re- 
| lations with all of these stations. 
|/@ “The Herald-Journal furnishes 
| Rews broadcasts without cost to 
WOLF, a completely independent 
station. The election return serv- 
|ices of the Syracuse newspapers 
were offered on election day to all 
radio stations gratis. WHEN-TV 
and WAGE took advantage of this 
offer. WNDR did not, but it could 
| have if it so desired. 
| “The daily listings of programs 
|of all local radio stations, includ- 
| ing WNDR, are published without 
charge in the Herald-Journal and 


the Post-Standard together with 
| highlight columns on the day’s of- 
ferings, including those of WNDR. 

“Contrary to the claims of 
WNDR, there is the liveliest kind 


RADIO NEW ENGLAND—Chatting before 


a meeting of the Radio Executives Club of 
New England in Boston are (left to right) William Walsh, Chambers & Wiswell; 
Evelyn Victor, Sutheriand-Abbott, and Edward Pope, James Thomas Chirurg Co. 


of competition between the Her- 
ald-Journal, the Post-Standard and 
WSYR, and generally among the 
newspapers and radio and televi- 
sion stations in Syracuse. 

“It is no secret that WNDR has 
had financial problems. This may 
be unfortunate but a lawsuit based 
on unfounded charges is not the 
solution,” the statement ends. 

There was no comment on some 
of the other charges including that 
of forced combination rates be- 
tween the newspapers. 


Screen Actors Guild 
Calls Strike Dec. 1 
Over TV Commercials 


(Continued from Page 1) 
get past the re-run hurdle in talks 
with producers and representa- 
tives of the American Assn. of 
Advertising Agencies for a basic 


contract covering filmed an-| 


nouncements. 


® Efforts by the Federal Mediation 
Service to break the deadlock also 
have been fruitless. 

SAG has insisted on separate 
payment for each use of a film 
spot on a network show and on a 
film program with multi-market 
coverage. A cutoff date for repeti- 
tion as a part of a spot campaign 
also is demanded (AA, Nov. 17). 

The producers, on the other 
hand, have suggested that payment 
for repeats of spots should be 
predicated on such factors as (1) 
the part a performer plays in the 
commercial and (2) whether the 
commercial has been aired nation- 
ally, regionally or locally. 


NEWSPAPER GUILD CALLS 
STRIKE AGAINST ‘EAGLE’ 

New York, Nov. 26—The News- 
paper Guild of New York has 
called a strike for Saturday at 3 
p.m. at the Brooklyn Eagle. A 
strike has been voted by the guild 
against the Daily News but no 
strike date has been fixed. Guild 
spokesmen say it is likely to come 
early next week. 

The guild is asking for a $4 to $6 
general wage increase with mini- 
mums of $45 to $130 a week. Pres- 
ent minimum for reporters on the 
“hold-out” papers is $126. Other 
demands include new severance 
pay of 56 weeks, four weeks’ va- 
cation after 12 years, overtime at 
the rate of time and a half, hospi- 
talization, guaranteed sick leave, 
and retroactive dues check-off 
from time of starting negotiations 
on the requested contracts. 

Most other New York dailies 
have already signed new contracts 
with the guild, including the Her- 
ald Tribune, Mirror, Times and 
World-Telegram & Sun. 


Appoints Moran & Hedekin 
The News Journal, Radford, Va., 
has named Moran & Hedekin, New 
York and Atlanta, as its national 
advertising representative, effec- 
tive Jan. 1, 1953. The newspaper 


hasn't had a representative under 
the present ownership, which took 
over Oct. 1, 1950. 


WNBT Yule Sales 
Offer Features 
TV Spots for $20 | 


New York, Nov. 26—WNBT has 
cooked up a Christmas special for 
advettisers. 

The station’s package offer was 
designed with retailers, who want 
to use video to push yuletide gift 
items, in mind. Starting Dec. 1, 
advertisers can buy 30-second day- | 
time spots for as little as $20. 

| However, a minimum purchase of 
15 to 18 spots, depending on the 
price of the announcements, is re- | 
| quired and the spots must be aired | 
'on consecutive days on the same 
program. 

| This fee entitles the sponser | 
to the services of a copywriter to} 
write his commercials, a TV 
Christmas display setting, and tele- | 
phone service to answer questions | 
from viewers about the product. | 

In its sales brochure WNBT en-| 
tices advertisers with the promise, | 
“Your gift items will be displayed | 
for a full 39 seconds while the an- 
nouncer describes the gift, tells 
the price and urges the viewer to 
come into your store to purchase | 
the gift. 

“You don’t have to do a thing 
except provide us with (1) the 
gift item, and (2) the price. We'll 
do the rest.” 


8 Programs on which this TV win- 
dow shopping service will be 
scheduled, with price per avail- 
ability, include eight participa- 


| Mr. Browder was unavailable f 


John Cairns and 
Dan River Mills 
Finally Separate 


(Continued from Page 1) 
P. Stevens & Co., which manu- 
factures sheets and pillow cases. 
The agency didn’t want to give up 
the Stevens account, and was re- 
luctant to handle merely a piece 
of the Dan River account. 
River hasn't 


@ Moreover, Dan 


| been doing a large volume of ad- 
| vertising for the past year and a 


half. There have been a number of 
major changes in the. company’s 
top management over the past 
year. 

Available records show that in 
1951 it spent $355,883 in general 
|magazines and $10,268 in news- 
|paper sections. This year for the 
first six months it has spent only 
$26,340 in general magazines. 

Because of the account conflict, 
it was amicably agreed between 
client and agency to make a 
change. Basil D. Browder, execu- 
tive v.p. of Dan River, and Mr. 
Cairns issued a joint statement: 

“We wish to stress that the part- 
ing is made under the friendliest 
circumstances and in an atmoge 
phere of high mutual respect.” 


s At the office of Dan River he 


comment. 


feelings 
everybody wi 
whom he h 
been associat 
at Dan River. 


make any fr 
ommendations 
suggestions co 
cerning a new agency, Mr. Cair 
said, “No, not officially.” 
Concerning reports 


J. A. Cairns 


that 


account soon, Mr. 
“That is an interesting questi 
but entirely suppositious. I ca 
comment on it.” 

At the office of Dan River, A 
was told that “a number of agen 


tions each during four five-minute | 
local breaks on “Today,” oni 
“Breakfast with Music,” 15 avail- 
abilities per day at $35 each; “Herb | 
Sheldon Show,” 20 spots daily at 
$35 each, and “New York Close-| 
Up,” 20 availabilities per day at} 
$50 each. } 

Since these are all short pro-| 
grams, there obviously will 
more talk about the advertised! 
products than anything else if the 
station sells all the participations 
it is offering. For example, the last 
two shows are 15-minute segments, | 
and 20 gift products with a 30-) 
second display for each would add | 
up to 10 minutes of commercials. 

However, WNBT is not worried 
about this. The salesmen are not 
optimistic enough to expect a sell- 
out on any particular show, and 
they don’t consider this type of 
advertising as commercials in the 
usual sense, but more of a service 
feature like the shopping sections 
of magazines which give helpful 
hints on what to give for Christ- 
mas. 


GE Promotes Three in Sales 

The small appliance division of 
General Electric Co., Bridgeport, 
has promoted three on its sales 
staff. D. H. Edwards, north cen- 
tral district manager for small ap- 
pliances, has been promoted to 
special sales representative at di- 
vision headquarters. He is suc- 
ceeded by E. T. Carvill, district 
manager for the Southeast. Mr. 
Carvill is succeeded by W. J. Pfeif, 
who has been manager of the GE 
| fair trade section. 


cies are making presentations. The 
field has been narrowed down to 
about six. It will be at least two, 
probably four weeks, before a de- 
cision will be made.” 


s Although it could not be con- 
firmed, it is reported that three of 
the six agencies bidding are Grey 
Advertising Agency, Abbott Kim- 
ball Co. and Hirshon-Garfield. The 
Dan River spokesman, however, 


|did confirm that agencies being 


considered are not limited to those 
active in the textile field. 

It is expected that Dan River 
will launch an expanded advertis- 
ing campaign in 1953 with a 
budget for the first half some- 
where around $500,000. 

During the 2l-year period that 
Mr. Cairns was account executive 
on the Dan River account, the 
company business expanded from 
a small operation to one of the 
leaders in the textile field. 

It introduced a number of new 
fabrics, made advertising history, 
and developed several innovations. 
“Firsts” credited to it include spun 
rayon suiting, Rivercool cloth, in- 
stitutional advertising with full 
pages in such publications as Daily 
News Record, national recognition 
studies, high fashion publicity, 
fiber-bonded processes for finish- 
ing yarns, introduction of hand- 
tags, wrinkle-proof cottons, and 
jlarge use of advertising space in 
| both consumer and business media 
| tied in with intensive merchandis- 
| ing at the retail level. 
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E Advertising and Publishing People Give 700 Pints of Blood to Red Cross 


On Nov. 17, three Bloodmobiles were By as feof 1 
lined up outside the 488 Madison Ave. Bldg. en 
in New York, for one of the first “all- 
building” efforts there to contribute blood 
to the Red Cross. These pictures were taken 
at random during the drive; the high pro- 
portion of advertising, publishing and radio 
people indicates the saturation of communi- 
cations people in that building. 

Altogether, from 9:15 to 5:15, more than 
700 people gave blood to the units, which 
were located on three floors of the 23-story 
building. One was in the Institute of Life 
Insurance, one in W. H. Weintraub & Co. 
offices and the third in Cowles Magazine 
offices 

The idea is credited to Harriet Worth, a 
" secretary in the Weintraub agency. On the 

promotion committee were Tom Ellsworth 
; of Edward Petry Co.; George Benneyan and 
sl Doris Doland of Cowles, and Joe Ecclesine 

of Look. Lobby displays were used and 
; some prizes were lined up 


tae : ie 7 a 


FIRST, THE MATTER OF REGISTERING—At left, J. C. Dine, public rela- In the picture at right, Bert Halperin, Quick salesman, and Dick 
tions director of the Frederic Ziv companies, talks to a registrar. Bouton, account erecutive of the Weintraub agency, sign up. 


JUST WAITING—At left (and from right to left) are Curtis Roosevelt, the much-pub- Norman, Weintraub v.p., rolls up his sleeves, as does Gardner Cowles, the head of 
licized Buzzie Dall some years back, now a Weintraub account exec; Samuel T. Jones, Cowles Magazines. Right: Esquire on deck—John Smart, president; Dan Provost, 
William Wright and T. W. Rathbone, all of the Katz Agency. Center: Norman B national ad manager, and J. M. Arnstein, circulation director of Esquire end Coronet. 


AND MANY OTHERS—At left: Don Perkins, v.p. and ad director of Look, is in the fore- R.H. Salk of Kate Agency and H. S. Barnhart, Raymond Loewy Co. v.p., wait their 
ground. To his right is Mason McGuire, a.e. of Edward Petry Co. The third man is turn. Right: Perry Schofield, executive v.p. of Joseph Katz Co., jokes with Arthur 
Lloyd George Venard, president of O. L. Taylor Co. Center: Frank Fitzpatrick and Mann Hay, a.e. of Anderson & Cairns, and Virginia Mack, Triangle Publications. 
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California Prune Industry Running 
Ist National Promotion in 12 Years 


(Picture on Page 2) 

San Francisco, Nov. 25—Dr. 
Ernest Dichter, whose psychologic- 
al depth studies have influenced 
a good many ad campaigns, has 
been out studying prunes. 

Dr. Dichter, president of the In- 
stitute for Research in Mass Moti- 
vations Inc., was called in by the 
California Prune Advisory Board 
and its agency, Botsford, Constan- 
tine & Gardner. He was asked to 
evaluate consumer attitudes to- 
ward prunes and give the indus- 
try some idea of why more people 
haven’t been buying them. 

What Dr. Dichter found out 
about prunes and people helped 
the Prune Advisory Board and its 
agency map out a five-year pro- 
motion campaign which started 
last month. The promotion repre- 
sents the first industry-wide ef- 
fort in 12 years, even though the} 
prune industry represents a $28,- | 
000.000 segment of California’s 
agricultural production. 


s People have mixed feelings 
about prunes, Dr. Dichter found. 
Some regard them as “old fa- 
shioned, dried up, symbols of old 
age and poor health.” Many peo- 
ple think of prunes as a “health 
food,” or in connection with hos- 
pitals and special diets. | 

On the other hand there were} 
quite a few consumers, both young | 
and old, who told Dr. Dichter’s 
scouts that they eat prunes “reg- 
ularly,” simply because they like 
them. Whatever their preference. 
the researchers found, people react 
strongly on the subject of prunes | 
—they either like them or whole- 
heartedly dislike them. 

With Dr. Dichter’s study and the | 
statistics and reperts furnished by | 
industry members, the advisory | 
board came to the conclusion that 
its market was definitely lopsided 
and the time had come to re-popu- | 


larize the prune. | 
® The biggest gap in the prune | 
market, the board realized, was 
caused by the absence of young 
housewives. “Our greatest poten- 
tial market,” said Ray Jewell, 
manager of the board, “is the new 
generation of homemakers—the 
younger postwar families. Our 
goal this first year is to begin 
‘conditioning’ this major new mar- 
ket to acceptance of prunes as a 
delicious, healthful addition to ev- 
ery family’s diet, and to dispel 
any prejudice that may exist 
against the prune.” 

The board has planned to con- 
centrate its first-year budget ‘(the | 
amount was not announced) in six | 
top marketing areas rather than | 
attempt thin coverage of the) 
whole country. Full-color half 
pages are running in magazine} 
sections of the Chicago Tribune, | 
Detroit News, Los Angeles Times, | 
New York News, Philadelphia In- 
quirer and the San Francisco Ex- 
aminer. 

Stanley Swanberg, executive v.p. 
of Botsford, Constantine & Gard- 
ner, explained the agency’s ap- 
proach to the problem of re-popu- 
larizing the prune. “We aren't ig- 
noring the health values of 
prunes,” he said. “Today’s young 
housewives are very nutrition- 
conscious. But we are putting 
prunes’ positive foot forward, em- 
phasizing ‘quick energy’ and body- | 
building vitamins and minerals 
rather than putting the main stress 
on their mild laxative effect.” 


® Basic creative considerations at 
the agency, Mr. Swanberg said, 
called for a “new look.” “The 
reader’s first impression must be, 
‘Say, here’s something new and 
different. I never thought of 
prunes like this.’ The ads must 
iook different, ‘feel’ different from 
previous prune promotion and the , 


general run of food advertising . . 
The ads must say ‘young and ac- 
tive,’ as opposed to ‘old people’s 
food,’ ‘medicine,’ ‘devitalized,’ ‘im- 
potent,’ etc. 

“The ‘fun’ aspect,” Mr. Swan- 
berg said, “must 
throughout.” 


The current campaign is illus-| 


trated with drawings by Harry O. 
Diamond, well-known illustrator 
of children’s books and record al- | 
bums. Featuring pictures of ruddy- | 
cheeked children devouring dried | 
prunes, the ads describe prunes as 
“the California wonder fruit” and | 
emphasize their energy-giving | 
qualities. 


# The copy also describes the! 
preparation of prunes by the sim- | 
| former chairman of Statler Hotels, | 
utes and then storing in the re- is now a consultant for the agency | 


plest method—boiling for ten min- 


frigerator in a “sunshine jar.” 


The sunshine jar is also being 
| played up on the campaign’s TV 


phase, which includes participa- 


| tions on “Josephine McCarthy 
| Cooking School” (WNBT, New 
|York); ‘‘Home Highlights’ 


(WCAU-TV, Philadelphia); 


“Charm Kitchen” (WXYZ, De- 
troftt); ‘‘Creative Cookery”’ 
, (WBKB, Chicago); “California | 


| Living with Mercedes 
| (KNXT, Los Angeles), and “Your | 


be implied| Home Kitchen” (KRON-TV, San, 


Francisco). 
Retailer promotion includes al 


kit-full of four-color display ma-_ 


terials and ads in California Gro- | 
cers Advocate, Food Trade News, 
Food Mart News, Grocer’s Graphic. 
| Grocer’s Spot Light and Southern 
| California Grecer’s Journal. 


8 The board also decided to piace | 


'the prune story in American Res- 
taurant, Hotel Monthly, Journal 
of the American Dietetic Assn. and 
Modern Hospital. J. L. Hennessy, 


on hotel and restaurant promo- 
tions. 

“The campaign ...has installed 
a new sales confidence and vigor 
that should elevate prunes from 
a fairly mediocre standing on the 
housewife’s preference chart to the 
eminent position that they de- 
serve,” Mr. Jewell says. 


Other new markets for the ‘Cal- 


ifornia wonder fruit” have been 
found abroad through a surplus 
pooling arrangement set up by the 


industry. Sales of 7,314 tons to 
West Germany and 6,380 tons to 
Norway have helped the industry 
cut down its 44,100-ton surplus 
from the 1951 crop to a level in 
keeping with the normal market 
recuirements. 


Bates” 


TV SPo 


lari At Low Prices You'll Like 


With our 35 years experience . 
highly trained staff... 
ratory and latest i 


Cut Costs On 


TV Commercials / ' 


quality TV spots, show openings, etc., at a 
price lower than anyone else can touch. 


FILMACK STUDIOS 


. 1335 $5. Wabash 


. with our 
our conmian labo- 


A 


quipment, we pr 


Send us your copy for estimate 


Chicago 5, Ill. 


WBAL Offers a Mighty 
Advertising-Merchandising Plan! 


Sus. twice atour customier with WBAL’S 
unique OPERATION CHAIN-ACTION—at 
home with radio commercials, and at the pojnt 
of sale. Rood advertisers guaranteed powet 
point off sale promotion in éver 213 I 
chain food store#*toupled with the unequalled 
power of radigiadvertising for mass selling. Give 
your prodyét's advertising that needed, doubled. 


barrelled 
y= oe Kame 


50, 


impact — CHAIN. ACTION. 


or 


000 WATTS 


t _ WBAL 


NBC IN MARYLAND 


ding 


] 


NATIONALLY REPRESENTED BY 


EDWARD PETRY & CO. 
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Rosen Named PR Director 
Ellsworth Rosen, formerly on the 
editorial staff of the Herald, New 
Britain, Conn., has been appointed 
public relations director of the 
Hartford Jewish Federation. 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspa 
and magazines they welcome into eir 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they 'l respond 
to! Stop overlooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America's 
leading advertisers for over a decade. 


ONE EXAMPLE: for « publication that sells 
the cream of this rich market, you can't beat 
the New Courier—read by 000 Negroes in 
42 states each week. Color comics, magazine 
section, and news section help make it Amer- 
lca's most r) weekly aD Tell the 
Negro—you'll sell the Negro! Act sow! 


P&G's Werner Elected 


Head of PR 


(Continued from Page 1) 

“Along with more money and 
machines than ever before, we 
have more mental cases, with more 
buildings to live in, more physical 
breakdowns, with more security, 
more sleeping pills, more ulcers, 
more alcohol, more nervous col- 
lapses. 

“Americans are tired of constant 


rs tension, political picture-paintings, 


the false notion that wealth is 
synonymous with well being,” he 
declared. “We Americans, in short, 
are looking for a way out—a way 
out of inward uncertainty and con- 
fusion—a way to be free of out- 
ward pressures and strains that 
frazzle our nerves and stultify our 
souls.” 


s Asserting that we are ready for 
leadership “that will treat us as 


More Leading Jobbers 


in Louisiana, Arkansas, Texas 


Shreveport, SAYS: 


ite radio station 


(Jax 


=o 


Minor. 


SAYS: 

“KWKH has been the great- 
est single factor in building 
demand” 


lB 


Praise KWKH 


. T. HARDTNER, JR., President 
ean Coffee Co., Hardtner Lumber Co., 


“KWKH is Ark-La-Tex's favor- 


HAROLD W. HARGROVE, 
Sales Manager 

Shreveport Beverage Agency 
Division), 


eveport, 


JAMES E. CAWTHON, 
President, Shreveport 
Grain & Elevator Co., 
Shreveport, SAYS: 

“For several years we have 
used KWKH with unfail- 


img success” 


is smart, progressive manufacturer knows that a good 
distributor can make all the sales difference in the world, in 
any market. That’s why more and more heads-up companies 
are not only working with the very best jobbers and distribu- 
tors available, but are also asking their advice about local 
business conditions, regional peculiarities, and the best adver- 
tising values in each market. They know that local men know 


the local picture best. 


The. three men above are among the most successful 
distributors in Shreveport—the natural distribution center 
for the big Louisiana, Arkansas, Texas area. Read the excerpts 
we've taken from letters they’ve recently written us—then 
ask your Shreveport distributor for his recommendations on 


radio in this area! 


KW KH 


A Shreveport Times Station 


SHREVEPORT 
50,000 Watts * CBS Radio 


LOUISIANA 


The Branham Company, Representatives 


Henry Clay, General Manager 


Society 


something more than animals who | 
live by bread alone,” he contended | 
this leadership can be provided 
by the public relations profession. | 

“By every criterion,” he said, 
“ours is a group suited to the as- 
signment. Ours is the opportunity 
to take the initiative in bringing 
about the integration of spiritual 
principles and material progress.” 

Opening yesterday’s general ses- 
sion on “Public Relations and the 
Social Sciences—1952-1962,” Rex 
Harlow, West Coast public rela- 
tions counsel, hailed the work of 
social scientists as “more signifi- 
cant for the nation than anything 
else going on in America.” 


s One of the speakers at the social 
science session, Dr. Rensis Likert, 
director of the institute of social 
research at the University of 
Michigan, said public relations 
programs should be related to “the 
life sphere” of the people involved. 

“Does the problem enter their 
life sphere in a major way, in a 
minor way or not at all?” he asked. 
“What major interests and con- 
| cerns do these people have which 
can be related or tied to the public 
problem being dealt 


relations 
with?” 

Illustrating the need to link pro- 
grams to life spheres, he said a par- 
| ticular company spent over a mil- 
| lion dollars advertising its refrig- 
{erator as “dual automatic” only 

to discover that after a year’s ef- 

| fort, only 14% of the housewives 
|could identify which refrigerator 
this was. 

“Dual automatic’ is not a con- 
| cept which is closely linked to the 
life spheres of most housewives,” | 
he explained. 


| 
s At the same time he said another 


company advertised that it guar- 
anteed four years of trouble-free 
|service for its refrigerators. 
| Trouble-free service entered the 
| life spheres of housewives to such 
|an extent that 60% could identify 
this refrigerator. 

A panel session on business and 
industry this afternoon was told! 
about a special readership study | 
which has been developed by the 
| Assn. of National Advertisers. The 
study will show that employes con- | 
sider company publications the) 
| best source of information about | 
| their company, and that almost all | 
| believe what they read in them. | 


| 


|@ Advance information on the em- 
| ploye publication readership study | 
| was given by William H. Collins, | 
director of advertising and public 
relations for the Dravo Corp., who 
|said interviews were conducted 
with 1,800 rated and salaried em- | 
ployes of five different corpora- | 
tions. Fifty-three per cent listed | 
the company-wide publication as. 
| the best source of information, and | 
97% said they could believe what | 
| they read. 

Moreover, some 22% of those) 
|interviewed favored government 
ownership of utilities and 18% fa- 
vored more government control of 
business. “Women employes were 
|}somewhat more inclined to give, 
|socialistic answers than men 
were,” Mr. Collins said. High) 
school graduates and older em-| 
ployes tended to give less “social- 
istic’ answers than grade school 
graduates and the younger work- 
ers. The studies are being made 
over a two-year period by the Psy- 
chological Corp., in conjunction 
with ANA’s public relations com- 
mittee. 


8 The panel also received a report 
on the information rack service 
maintained by General Motors for 
its employes. William T. Lane, of 
the General Motors employe rela- 
tions staff, estimated that several 
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million employes of some 500 com- 
panies are getting free booklets 
through information rack plans. 

According to Mr. Lane, a good 


|information rack service should 
|do the following: keep employes 
| well informed on economic facts 


of life, cut down absenteeism and 
improve personal efficiency, help 
employes become happier, better 
adjusted individuals, build com- 
pany good will, and develop the 
habit of looking to the company 
for reliable information. 


@ In addition to Mr. Werner, the 
association announced new nation- 
al officers, regional v.p.s and 18 
new members of its board of di- 
rectors. 

Officers are: Frederick R. 
Bowes, director of public rela- 
tions and advertising of Pitney- 


| Bowes Inc., v.p.; Sally Woodward, 


partner of Flanley & Woodward, 
New York public relations firm, 
secretary; Paul Haasez, assistant 
managing director, Controllers In- 
stitute, New York, treasurer; and 


George M. Crowson, assistant to 
the president, Illinois Central Rail- 
road, Chicago, chairman of the ex- 
ecutive committee. 


Coast Dailies Boost Prices 

The San Francisco Call-Bulletin 
and the San Francisco News in- 
creased their prices to 10¢ per copy 
on Nov. 24. Home delivery prices 
will not be affected. All five ma- 
jor Bay Area newspapers are now 
10¢ per copy. 


Elect Cobb to PR Board 


James H. Cobo, director of pub- 
lic relations and advertising of 
Delta Air Lines, Atlanta, has been 
elected for a three-year term to 
the board of directors of the Pub- 
lic Relations Society of America. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask 
next m 


for 


kr i. 


ice 


I hear Kraft’s New Parkay Margarine 
is really going places! 


Sure is. The product is right 
...and so is the 
advertising campaign prepared by 
Needham, Louis & Brorby.* 


* 


Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 
135 South la Salle Street, Chicago 3, Illinois 
Chicago 
New York 
Hollywood 
Toronto 


Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 

Swift & Company 

Wieboldt Stores, Inc. 
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Cecil & Presbrey and 
Tarcher Join Forces 


(Continued from Page 1) 
will still work on Julius Wile and 
Seeman, and Leonard Tarcher will 
carry on with Benrus, an account 
the Tarcher agency has had for 28 
years. 

The McKesson & Robbins busi- 
ness which Tarcher & Co. handled 
(billing about $300,000) will go to 
Ellington & Co., which has been 
another McKesson agency. The 
reason for this was “the conflict 
of McKesson products with several 
Cecil & Presbrey clients.” 

In all, 18 or 20 people from the 
50-man Tarcher agency are now 
joining Cecil & Presbrey. The 20 
include all account and creative 
people. Of the others, mostly staff 
personnel, nearly all have made 
other arrangements. 


®@ “It’s tough for smaller agencies 


these days,” said Mr. Tarcher in! 


explanation of the merger, “to 
give more merchandising, more re- 
search and more TV services; it’s 


next to impossible to spread the | 


‘Sales Analysis 
‘of Election Gets 


expense. 
“The profits-versus-squeeze pat- 
tern today, particularly in the 


smaller agencies, is the funda- 
mental reason for all the mergers 
we've been seeing. There will be 
more.” 


Mr. Tarcher said he decided to, 


do business with C&P, though he 
had offers from perhaps six other 
agencies, because C&P gives heavy 
emphasis to over-the-counter mer- 
chandise, “which I’m_ interested 


in”; because it “has strength and) 
is growing in TV”; because “I have | 


good friends there,” and because 
“it seemed to fit in with the kind 
of operation I’ve always tried. to 
run.” 

He said he expected more merg- 
ers to develop because “the larger 
agencies are looking for additional 
volume and additional managerial | 
ability” which are not easy to 
come by in other ways. 


@ Mr. Cecil said the merger was 
good because C&P is getting “a 
fine adman” in Mr. Tarcher and 
that the latter would “add to our| 
strength as an agency.” Mr. Cecil 
also said that he had been inter- 
ested in adding to C&P’s volume 
without greatly increasing the 
agency’s personnel. 

Headquarters of the merged 
company will be at 247 Park Ave., | 
the C&P address. There will be 
annexes at 444 Madison (TV, ra- 
dio and public relations) and 480 
Lexington (research and mer- 
chandising). Branches will be lo- 
cated in Cincinnati and Holly- 
wood. 

Among the leading C&P clients 
are Block Drug Co. (Amm-i-dent), 
Electric Auto-Lite Co., Interna- 
tional Business Machines, Philip 
Morris & Co. (Marlboro cigarets), 
Mennen Co., Nestle Co. (choco- 
lates), Sylvania Electric Products | 
and Whitehall Parmacal Co. 


Calvert Plans Verse Ads | 


Calvert Reserve whisky newspa- | American since 1947. He previ-| 
ously had been director of interna- | 


per advertising for December will 
feature copy in verse. A typical 
market will receive advertising ai- 
most every shopping day before 
Christmas. Gift suggestions will be 
used in 200-line ads which will) 
also remind readers of the number 
of shopping days remaining before 
Christmas. A week before Christ- 
mas 750-line and 1,000-line ads 
will tell readers the easy way to 
do last-minute Christmas shop- 
ping is to give Calvert. Several 
hundred newspapers will be used. 
Lennen & Newell is the agency for 
Calvert Reserve. 


Exalin Products to Seelig 
Exalin Products Co., St. Louis, 
has appointed Seelig & Co., St. 
Louis, to handle advertising of its 
tablets and ointment. 


| arouse 


WHY NOT?—McKesson & Robbins is offer- 


ing this simple sugg for busi gifts 

this Christmas via space in Newsweek and 

Time this month. Ellington & Co. is the 
agency. 


Close to the Facts 


(Continued from Page 1) 

“Because of the high percentage 
of non-committal voters, we de- 
veloped a technique of effectively 
determining the probability of 
their choices,” he said. “This tech- 
nique can be stated most simply: 

“(1) Discussing with the voter 
how others in his category (Catho- 
lic groups, women’s groups, labor 
groups, farm groups, white collar 
groups, etc.) expected to vote; (2) 
the voter emotionally 
through discussing principal po- 
litical issues; (3) ask for advice as 
to whom to vote for. 

“We simply tailored our markct 
research methods to political re- 


|search, setting up methods and 


standards applicable to the job. 
Such arbitrary opinion as ‘the 
non-committal voter may vote 2-1 
or 3-1 for a candidate... based on 
the experience of four years ago’ 
has no place in precision predic- 
tions.” 


FABIAN S. M. LEVY 

New York, Nov. 28—Fabian S. 
M. Levy, secretary and general 
manager of Gaynor News Co., died 
yesterday after a brief illness in 
Mt. Vernon Hospital. He had been 
active in newspaper work for 60 
years, and had formerly been as- 
sociated with several New York 
newspapers, including the New 
York Graphic, New York Herald- 
Tribune and the old New York 
Mail, as a circulation executive. 


| GERRIT ROELOF 


Cuicaco, Nov. 25—Gerrit Roelof, 
38, advertising manager of the 
Pacific-Alaska division of Pan 
American World Airways, died 
Nov. 19. 

Mr. Roelof had been with Pan 


tional advertising and publicity for 


Walt Disney Productions for eight | 


years. 


NBC Promotes Dann 


Mike Dann, supervisor of special 
telecasts for National Broadcast- 
ing Co., New York, has been pro- 
moted to manager of planning for 
the radio and television networks. 
Mr. Dann, who joined NBC in 
1948 as trade press editor, will 
seek to develop new programming 
concepts into revenue producing 
shows. 


Creamer & Co. Moves 

Creamer & Co., Los Angeles 
agency, has moved to new quar- 
ters at 6777 Hollywood Blvd., Hol- 
| lywood 


| zine. He succeeds Richard Forrest. Helen Sayles, formerly merchandis- 


'and point of sale advertising are being planned on Amelia Earhart 


Last Minute News Flashes — 


Geoghegan Leaves Compton; Two Join Agency 

New York, Nov. 28—William G. Geoghegan has resigned as a v.p. 
of Compton Advertising but has not announced his plans. Many of his 
responsibilities will reportedly be taken over by Seward Woodward, 
another Compton v.p. Sykes Sherman, recently with the American | 
Assn. of Advertising Agencies and before that with Compton, returns | 
to the agency as an account executive. Henry Beauchamp is leaving 
Pedlar & Ryan to become a Compton account executive. 


Hooper Joins Hunt Foods as Executive V. P. 


FuLverton, CAt., Nov. 283—W. Don Hooper, who resigned this week 
as executive v.p. and director of U.S. Products Corp., a unit of Con- 
solidated Grocers Corp., has been elected executive v.p. of Hunt Foods | 
Inc. Irving Goldfeder, present executive v.p. of Hunt, has been named 
chairman of the company’s executive committee. Both positions be- 
come effective Feb. 1, 1953. 


Julian Bers, Helen Sayles Join ‘Family Circle’ 


New York, Nov. 28—Julian Bers, formerly assistant general mer- 
chandising manager of Lever Bros. Co., and before that with Hicks & 
Greist, Federal Advertising Agency and Batten, Barton, Durstine & 
Osborn, has been named promotion manager of Family Circle Maga- 


ing director at Today’s Woman, has been appointed retail merchandis- 
ing manager of Family Circle, a new position. 


Ecrhart Luggage Moves to Daniel & Charles 

New York, Nov. 28—Amelia Earhart Luggage, Newark, N.J., has 
switched its account from Al Paul Lefton Co. to the recently organized 
Daniel & Charles Inc., effective Jan. 1. Expanded consumer, trade 


and Airlite luggage. 


Blackburn May Head Radio-TV at Geyer 


New York, Nov. 28—Norman Blackburn, formerly director of TV 
network operations for National Broadcasting Co. on the West Coast, 
reportedly will take over as head of the radio-TV department of Geyer 
Advertising. He will replace Frederick A. (Ted) Long, who last week 
resigned his post as radio-TV director of the agency after six years 
with the company. 


Durkee Signs ABC Shows; Other Late News 


e Durkee Famous Foods, Cleveland (Leo Burnett Co.), will sponsor 
“When a Girl Marries,” and Don Gardiner’s news summary three 
times a week, over ABC, starting Dec. 1. The soap opera is aired five 
days a week at 10:45 a.m., EST. Mr, Gardiner’s 10-minute cross-the- 
board news summary is broadcast at 12 noon, EST. 


e Willis E. Cleaves has been promoted to general sales manager of 
Bendix radio division of Bendix Aviation Corp., Baltimore. He was 
assistant to E. K. Foster, division general manager and Bendix v.p. He 
succeeds Arnold Rosenberg, who has joined Kearfott Co. 


e Donough Prince, manager of the New York office of Leo Burnett 
Co., has resigned, effective Jan. 1. He has not announced future plans. 
He will be succeeded by Stanford Meigs, an account executive in the 
agency’s Chicago office. 


e@ Admiral Corp., Chicago, will add freezers and room air conditioners 
to its present line. Plans for introducing and producing the products 
are still in the talking stage. Tatham-Laird will be the agency. 


e Christopher, Williams & Bridges, Chicago, has been appointed to 
handle advertising of Elmer E. Mills Plastics Inc., pipe division of 
Elmer E. Mills Corp., Chicago. Bozell & Jacobs previously handled 
the account. 


e Serutan Co., Newark, may sponsor a new Barry Enright package, 
“The Wisdom of the Ages,” featuring an all-ages panel, as its next 
TV offering over DuMont. Franklin Bruck Advertising Corp. is the 
agency for this account, which has canceled “Battle of the Ages,” after 
switching it from DuMont to CBS-TV. 


| “American homemakers” in the ad, | § 
' | saying that he had spent his en-| i 


| tire life developing the new cloth| 


| the new covers will retail for one- 


facturer of electric appliances, has 
been named president of Silex Co., 
| Hartford, Conn., manufacturer of 
glass coffee makers. The directors 
of the two companies are conduct- 
ing negotiations for a possible con- 
solidation. 


BBDO Taps Danforth, Manchee 
For Executive Committee 

Fred B. Manchee and J, Davis 
Danforth, both executive v.p.s at 
Batten, Barton, Durstine & Osborn, 
have been elected to the agency’s 
|executive committee. Mr. Manchee 


Elastic Slip Covers 
Bow in Philadelphia 


PHILADELPHIA, Nov. 26—A full 
page in the Philadelphia Bulletin 
announced the introduction last 
week of elastic furniture slip cov- 
ers. 

Made by Snug Form Factory 
Store, the new slip covers are made 
of bagatelle cloth woven with 
lastex yarn and are said to fit any 
size sofa or chair. Snug Form 
placed the Bulletin ad as a test of 
consumer reaction and will scale| 
its advertising plans according to| 9 
the results. : 

Leo Mednick, president of the) i 
company, addressed a letter to| 7 


and slip covers. The ad also said} 


third or one-half the price of cus- 
tom-made slip covers. 

Gresh & Kramer, agency for has also been elected treasurer, 
Snug Form, said the company succeeding the late F. R. Feland. 


Fred Manchee J. Davis Danforth 


: oduct na-| The executive committee, which 
plans to introduce the product na previously had four members with 
Mr. Feland serving as chairman, 
now has five members, with Ber- 


tionally but the schedule for a na- 
tional campaign depends on re- 
sponse to the local newspaper ad. 


Ford Named Silex President 
Stanley M. Ford, president of 
Chicago Electric Mfg. Co., manu- 


jnard C. Duffy, agency president, 
jas chairman. The other members 


are Alex F. Osborn, vice-chairman 
of the board, and Charles H.| 
Brower. 
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NBC-Sherwood Deal 
Bypasses Agencies 


and Advertisers 


New York, Nov, 25—The Na- 


| tional Broadcasting Co. has signed 


Robert £. Sherwood to write nine 
original plays for television, guar- 
anteeing the three-time Pulitzer 
Prize winner complete freedom 
from sponsors and advertising 
agencies. 

The separation of advertising in- 
terests from programming was 
called a significant step by both 
Mr. Sherwood and high NBC brass. 
Frank Folsom, president of the Ra- 
dio Corp. of America, said the net- 
work was happy to give the noted 
playwright the freedom which “all 
fine authors require to create great 
works of art.” 


@ Mr. Sherwood said he insisted 
on “freedom from sponsor inter- 
ference or control” as being in the 
best interest of the writer and the 
advertiser. He explained: 

“When you are dealing with 
sponsors and advertising agencies, 
you are dealing with people whose 
primary interest is not what you 
write in television. Their primary 
interest is in selling their product. 
We want to do the best possible 
work on NBC television and, hav- 
ing done that, let the sponsor come 
along.” 

The phrase, “let the spon 
come along,” means that as 
Sherwood completes his pla 
NBC will offer them for spons 
ship. The first will be ready 
next spring. The remaining pla 
are expected to come forth at t 
rate of one every four months, 

Specifically excluded from p 
sible sponsorship are deodoran 
women’s lingerie and hard liquo! 


s Joseph McConnell, president 
NBC, called the contract “a mil 
stone in the progress of televisio: 
and said he hoped writers of si 
ilar stature to Mr. Sherwood wou 
now be attracted to the medium 

Although no figures were di 
closed officially, NBC is apparen 
ly shelling out an unprecedent 
amount of cash for Mr. She 
wood’s efforts. His minimum gua 
antee for nine plays was said 
be in six figures and one sour 
estimated it at plus-$50,000. 

NBC also promised to prese 
the plays during choice broadcast 
time and to leave the subject mat- 
ters up to the author, with the 
exception of a prohibition against 
religious controversy. 


s Mr. Sherwood has further been 
assured that he will only have to 
deal with one key NBC executive 
and will not be required to take 
part in any discussions with spon- 
sors or ad agencies. The playwright 
said he was particularly pleased 
with this arrangement, because it 
sets a precedent of a broadcasting 
company dealing directly with a 
writer. 

Mr. Sherwood said that up 
to now the radio and television 
writer has had to work in “a ‘no 
man’s land’ of sponsors, advertis- 
ing agencies, package producers 


}and minor network functionaries.” 


TV Set Sales in Canada for 
‘52 Are Triple Those of ‘51 


Unit sales of television receiv- 
ers in Canada for the first 10 
months of 1952 are three times 
greater than for the same period 
in 1951. This year sales amounted 
to 93,840 sets worth $42,221,474, 


| according to the Radio-Television 


Manufacturers’ Assn. of Canada. 
Last year, for this period, 29,825 
sets had been sold, at a retail val- 
ue of about $15,573,898. 

October figures show sales this 
year for the month were quadruple 
those of October, 1951. This year 
23,631 receivers were sold, with 
a total manufacturers’ suggested 
retail value of $10,204,684. Last 
year, the comparative figures were 
5,182 and $2,538,780. 
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This Week in Washington... 


» products, 


Woods’ Tune— Price Control Blues’ 


By Stanley Cohen 
Washington Editor 
WASHINGTON, Nov. 26—Resigna- 
tion of Price Chief Tighe Woods 
spotlights the future of the Office 
of Price Stabilization. Mr. Woods 
says he is fed up with administer- 
ing a “weak law.” “It seems all I 
do is sign orders that make it easy 
to translate costs into price in- 
creases but extremely hard to 
translate decreases into decreases,” 
he says. 
Other OPS people have a similar 
sense of frustration. Moreover, 


their future beyond April 30, when 
the present law expires, is com- 
pletely in doubt. Under the cir- 
cumstances they go through the 
motions of enforcing their regula- 
tions, but few believe the stabili- 
zation program has any real mean- 
ing. 

Only last week, Mr. Woods told 
the joint congressional committee 
on the defense program that price 
pressures are still severe, particu- 
larly in the building materials and 
industrial machinery areas. Some 
30 industries, involving about 200 


NEW: 


TATE 


wurreey wats 
Hamme? ‘sryps pence 
Plants eRRs IN CLAD 


‘ENGLAND: 


By Senat od 


’ 


A diversified market made up of 
33 individual communities with 
more than half a million prospec- 
tive buyers—all thoroughly New 
England in every respect. 


bits Catt Pre fan 


The N 


| these increases c 


| Truman will de 


irrently seeking 
yn the basis of 
Mr. Woods said 
ild add $2 billion 
iefense program. 

Obviously, the elimination of 
price controls w:!! not be painless. 
On the other hand, Mr. Woods 
himself has conceded that OPS is 
not equipped to eet the problem. 
Under the circumstances, there is 
considerable fee!.ng that President 
ide to let nature 
take its course and administer the 
coup de grace before Congress re- 
assembles. 


are 
price increases. 
present spendin: 


to the cost of the 


. e 
The supply of steel has been im- 
proving so rapidly in recent weeks 
that industry members have ad- 
vised National Production Author- 
ity to start the transition back to 
a “free market.” 
Industry people feel special pri- 


| 
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the opinion of Sen. Frank Carlson | “standby musicians” rested with 
(R., Kar.), who is likely to be the Supreme Court this week fol- 
chairman of the Senate post offiee | towing trial argument over “made 


committee. (The 10% increase in} 
newspaper and magazine rates 
scheduled for April 1 would take 
place, however.) 

Sen. Carlson says rate-making 
should wait until Congress gets 
some new facts about postal oper- | 
ating and rate-making methods. 
When Congress resumes, he will 
sponsor a resolution for a joint 
committee to give the department 
an exhaustive investigation. 

Sen. Carlson believes the Post | 
Office is a public service that can- | 
not be expected to pay its way. On 
the other hand, he says it cannot | 
continue to run at a $600,000,000 | 
deficit, as it does at the present 
time. : 

+ e e 
The Federal Reserve Board esti- 


ities should remain for defense | Mates that defense requirements 
| will increase in 1953 but industrial 


and atomic energy programs. Be- 
ginning April 1, however, they 
would like consumer goods indus- 
tries and other non-defense users 


to return to normal methods of do- ' 


ing business. 

An industry group told NPA that 
the supply of stee! for non-defense 
purposes will exceed 104,000,000 
tons in 1953. That’s 31% greater 
than the 80,000,000 ingot tons uctu- 


production will increase even 


'more. The board says “the economy 


appears to be in a position to meet 
the requirements of the defense 


| program as presently planned and 


ally produced for non-defense uses | 


wm 1952. 
A . 
Federal Trade Commissioner 


Stephen J. Spingarn has accused | 
the Bureau of Education on Fair | 


Trade of attempting to apply pres- 
sure on the commiseion, to influ- 
ence its handling of a case which 


was recently filed against Eastman | 


Kodak Co. 
Commissioner Spingarn claims 
an association press release, charg- 


ing that FTC is attempting to re- | 


peal resale price maintenance “by 
indirection,” and inviting readers 
to write their senators and con- 
gressmen, was “an effort to coerce 
me in the exercise of my official 
duties.” 

The commissioner said vertical 
resale price maintenance contracts 
are perfectly legal, but that the 
Eastman Kodak case appears to 
involve agreements among retail- 
ers not to compete among them- 
selves. 

“Il am certainly not going to 
prejudge the Eastman Kodak 
case,” he said. “When the time 
comes for the commission to decide 
the case, I am going to study very 
carefully the arcuments of both 
sides as to the facts and the law.” 


* * 
Barring a chenge of signals, 

Congress will not tamper with 

postal rates in 1953. At least that’s 


to satisfy somewhat larger private 
demands as they develop.” 
e . * 

Bureau of the Census is moving 
rapidly ahead with plans for a full- 
scale census of manufactures and 
business covering the year 1953. 

While this is the second time the 
bureau has made the two major 
economic studies since the war, it 
is the first time they will be made 
simultaneously. (The previous 
manufacturing census covered 
1947; the business census covered 
1948.) 

Collection of the data takes place 
early in 1954. However, the Census 
Bureau has completed sample 
question forms for the Census of 
Manufactures. For the convenience 
of organizations that may want to 
simplify their record-keeping for | 
the census, copies of the sample | 
manufactures questions may be ob- | 
tained by writing Census Bureau, 


| Washington 25, D. C. 


* * + 
In a move toward development 
of its office of distribution, the 
Commerce Department has revived 
its long-defunct wholesale trade 
advisory committee and is in the} 
process of setting up retail and 
service industry advisory groups. 
The wholesale committee, after 
hearing H. B. McCoy, acting chief 
of the distribution unit, adopted 
a resolution endorsing the proposal 
for a Commerce Department office 
which will serve as a focal point 
for all elements of the distribution 
industries. 
e . 7 
The validity of “bogus type” and 


work” clauses which printers and 
musicians unions write into work 
contracts with newspaper pubiish- 
ers and broadcasting stations. The 
court could issue its verdict any 
time this winter or next spring. 

After hearing opposing counsel 
argue the intent of Congress both 
ways, Justice Robert Jackson com- 
plained that the Taft-Hartley Act 
“seems to walk up to the problem. 
then back away.” 

Congress is certain to “walk up” 
to the Taft-Hartley Act again this 
spring. If the Supreme Court has 
trouble finding the answer to 
“meade work,” perhaps Congress 
will have the courage this time tc 
face up to the issue. 


Form Danford & Eubanks 


Charles S. Danford, who for- 
merly operated Danford Studios, 
and Irvin A. Eubanks, for the past 
three years advertising and sales 
promotion director of Universal- 
Rundle Corp., New Castle, Pa., 
have formed an agency, Danford 
& Eubanks, at 2100 Wilmington 
Rd., New Castle. The new agency 


| will take over the accounts for- 


merly serviced by Danford Stu- 
dios. 


Sohio Sponsors TV Series 


Standard Oil Co. of Ohio, Cleve- 
land, is sponsoring a new TV se- 
ries dealing with health education 
over five Ohio stations. The pro- 
gram will originate over WXEL, 
Cleveland, and will be heard on 
WTVN, Columbus; WHIO, Day- 
ton; WSPD, Toledo, and WCPO- 
TV, Cincinnati. The program will 
start Sunday, Dec. 28, 4-4:30 p.m., 
and will be telecast weekly. Mc- 
Cann-Erickson is the agency. 


To Stockton, West, Burkhart 


Fulham Bros. Inc., Boston man- 
ufacturer of frozen sea foods, has 
appointed Stockton, West, Burk- 
hart, Cincinnati, to direct all 
phases of advertising for its Four 
Fishermen brand of frozen and 
cooked sea food. Ingalls-Miniter, 
Boston, had the account previous- 
ly. 


Joins Glenn, Jordan, Stoetzel 

George McGivern has joined 
Glenn, Jordan, Stoetzel, Chicago, 
as media director. Mr. McGivern 
formerly was media director for 
Grant Advertising, Chicago. In ad- 
dition to his new duties, he will be 
in charge of marketing and re- 
search, and will serve as an ac- 
count executive. 


Names Thomas Verschuur 
Thomas Verschuur, formerly 
with Hunting & Fishing, Chicago, 
has joined the Chicago sales staff 
of Specialty Salesman Magazine. 


| 281,766 BARRELS OF OIL — 


DAILY 


Every day 


in the Caller-Times Retail Trading Zone pro- 
rverage of 281,766 barrels of crude 


idensate — over 100 million barrels 


duced an 
oil and cc 


for the year. 


servicing and shipping pay off big in this rich 


area, help 


To get the complete picture, write for our new 


market data 


ist year the 11 South Texas counties 


Oil and gas, refining, oil field 


make big spenders out of local folks. 


folder — full of fascinating facts. 


IN OUR RETAIL ZONE 


CORPUS CHRISTI, TEXAS 


Circulation over 79,000 ABC 


Represented nationally by 
Texas QUALITY NEWSPAPERS, Inc., 


827 Notional City Bidg., Dalics 1, Tex. 
w York 
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Marketers Told to 


Advertising Age, December 1, 1952 


Expect Revised 


Consumer Price Index Early in ‘53 


(Continued from Page 2) 

Ir. Ross Eckler of the Bureau 
of the Census outlined some of the 
information available to marketers 
in his bureau, aside from straight 
population census figures. 'The ma- 


many radio and television manu- 
facturers. 

2. Block data—the most detailed 
|information the census bureau is- 
| sues—which may be used for de- 

veloping samples. 


jor census results, such as popula- | 


tion figures, are useful to utilities 
trying to decide where to expand, 
businesses planning suburban un- 
its, and others, such as a beer com- 
pany which requests annual infor- 
mation on the number of 18-year- 
olds and a cereal manufacturer 
who gets data on the number of 
children in the country. 

Other types of census tabulations 
listed by Dr. Eckler as useful to 
marketers are: 

1. A housing census, which is 
used by 169 businesses including 


BEST BUY! 


—by every standard 
of measurement 


COVERAGE: 9 out of 10 of Iowa’s best 
farmers and their families are regu- 
lar readers. 

QUALITY OF READERS: Our readers’ in- 
comes are over twice the national aver- 
age, says the U. S. Bureau of Census. 
READER TRAFFIC: High page by page 
readership from cover to cover proven 
by “Continuing Study of Farm Pub- 
lications No. 4.” 


READER PREFERENCE: Statistical Lab- 
oratory of Lowa State College proved by 


scientific area sampling that WF and 
JH is the farmers’ preferred source 
of dependable farming information. 
DEALER PREFERENCE: lowa Dealers 
place WF and IH at top as the pub- 
lication that gives them most sales 


help for advertised merchandise they 
sell. Want to see what your clients say? 


s# 3. An agricultural census, which 
| is now available and used by bus- 
| inesses such as telephone and tire 
| companies. 

4. Customer matching studies, 
which take magazine subscribers 
and match them against the basic 
census to see what differences, if 
any, exist between groups. 

5. Plans are being made for a 
new census of manufactures 
which will give detailed informa- 
tion on commodities. 

Dr. Eckler listed three basic 
sources of statistical information 
as the “Catalog of Publications,” 
issued quarterly, and cumulatively 
once a year, the “Key to Tabulated 
& Published Data” and the “List of 
1950 Census Schedules.” 


8 In addition, he noted, there re- 
mains a vast amount of unpub- 
lished information and hand-tail- 
ored tabulations which are avail- 
able at slight cost through the cen- 
sus department in Washington or 
regional offices of the Department 
of Commerce. 

Frederick V. Waugh, of the Bu- 
reau of Agricultural Economics, 
went into detail concerning the 
myriad agricultural statistics re- 
lated to marketing which are 
available. His bureau is working 
on a statistical handbook that wil! 
include all the general statistical 
| data published by the BAE and 
Prose provide a detailed technical 
description of each series, together 
| with a discussion of its uses. 
| Mr. Waugh hopes to have the 
handbook published by the middle 
of 1953. 


Leaves Hallicrafters Co. 


Roland J. (Rollie) Sherwood 
has resigned as v.p. in charge of 
sales for Hallicrafters Co., Chi- 
cago, to organize his own business, 
Waler Mfg. Co., in Crystal Lake, 
Ill., to make automotive, farm and 
electrical machinery parts. No suc- 
cessor for Mr. Sherwood has been 
|mamed as yet. The resignation is 
| effective Jan. 1, 1953. 


Cleveland ‘Ad Court’ 


‘Idea Has Spread to 


| Dozen More Cities 


CLEeveLANnD, Nov. 26—The “ad- 
vertising court” idea, fostered here 
by the Cleveland Advertising Club 
and Better Business Bureau (AA, 
May 21, 1951), is spreading to oth- 
er cities. 

The “court,” formally the Cleve- 
land Advertising Panel, consists 
of 50 business and retail advertis- 


like jurors to hear advertising 
complaints in which a BBB ruling 
is challenged and to hear cases 
involving repeated violations. 

A dozen other places are or- 
ganizing panels of advertisers, 
agencies and media representa- 
tives, some identical to the Cleve- 
land plan, Marshall A. Mott, pres- 
ident of the Better Business Bu- 
reau here, reports. 


® Four cities—Akron, Pittsburgh, 
St. Louis and Minneapolis—will 
have panels sponsored by the BBB 
and local advertising clubs and as- 
signed to watch for twilight-zone 
advertising. 

In Los Angeles, Boston and 
Amarillo, Tex., the panels will be 
independent of the clubs, it is 
said. 

When the Cleveland panel, in 
operation more than two years, 
turns thumbs down on a selling 
approach the advertiser is asked 
to give it up. If he refuses, the 
“judges” appeal to the media. 

A resolution urging that more 
panels be set up to enforce a code 
of advertising ethics was adopted 
by the national conference of the 
Better Business Bureaus last sum- 
mer at Swampscott, Mass. 


e Mr. Mott said a panel on na- 
tional advertising is being planned 
by the National Better Business 
Bureau, New York, which deals 
with country-wide matters. Pro- 
ponents of the plan believe it will 
enable the advertising profession 
to enforce high standards on its 
own by persuasion, and make it 
unnecessary for government to 
step in with sterner measures. 
Some of the local panels “try” 
cases of alleged abuses, while oth- 
ers will attempt to develop policy 


“reviewing” those practices and 
making general recommendations 
for improvements, Mr. Mott said. 


ing executives. They are drawn | 


and improve local practices by! 


'Coast Gift Show in January | Bud Lewis Handles Hotel PR 
| The 36th California Gift Show,; Bud Lewis & Associates, Holly- 
sponsored by Los Angeles Trade | wood, has been named by Nation- 
air Inc., show management af-/al Hotel Enterprises Inc. to dl- 
filiate of the chamber of com-/rect public relations for the Ei 
| merce, will be held Jan. 18-23 in| Mirado Hotel, Palm Springs, Cal. 
Los Angeles. The show will run| The grand opening of the hotel 
|at the Merchandise Mart, Brack will be held in December. 
| Shops, and the Biltmore and Alex-/| The public relations organization 
andria Hotels. will place advertising through Vic 
| Knight Advertising, Los Angeles. 
To Sponsor Buster Keaton 
Marcaius Mfg. Co., East Pater- 
}son, N. J., will sponsor Buster | 
| Keaton in a weekly film show pro- | 
| duced especially for TV starting 
|Dec. 4 at 7:30 p.m., EST, over 
WABD, New York. Calkins & Hol- 
den, Carlock, McClinton & Smith 
is the agency for the ies 
telecast. 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
| system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. Sent on apprevel. 
BACON’S CLIPPING BUREAU 


Chicago 4 


Appoints Gene Coon PR Head 

Gene L. Coon, at one time a re- | 
write man for the Los Angeles | 
News, and most recently promotion 
director for radio stations in Tex- 
as, Nevada, Nebraska and Virginia, 
has been appointed public relations 
director for Patch & Curtis, Long 
Beach, Cal., agency. | 


343 So. Dearborn St., 


x&_ REFRIGERATION — AIR CONDITIONING * 


Subscribers pay more money out of their own 
pockets to receive AIR CONDITIONING & REFRIG- 
ERATION NEWS than they pay to receive all the 
other publications in the refrigeration and air con- 
ditioning field put together! 


That is box-office evidence of readership! 


- An independent newspaper—not an “‘official 
organ” of an association . . . not subsidized by 
any group. 


* 


AIR CONDITIONING & REFRIGERATION NEWS 
is read every week by monvufacturers, 
distributors, dealers, contractors and 
service organizations from coast to coast. 


* 
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THE NEWSPAPER OF THE INDUSTRY 
| 450 W. Fort Street, Detroit 26, Michigan 


New York 17, $21 Fifth Ave., MU 7-7158 Chicago 3, 134 S$. LaSalle St., FR 2.0903 


See ee 


What more 


can we fell you abo 


We've already told you that WBNS dominates 24 Central Ohio 
counties whose 1!/, million people spend a billion dollars annually 


ut 
WBNS Radio? 


When inspiration and cigarettes run low . . . where do you go? 


... that WBNS has all the top 20 rated programs . . . that more 
people listen to WBNS than all other local stations combined! 
These facts have produced results . . . time buyers are grabbing 
off availabilities fast. BUT we've contracted for this space in 
ADVERTISING AGE and we've got to fill iz. What more 

can we tell you? Ask John Blair . . . he'll know! 
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The Milwaukee Journal has published more 
advertising than any other newspaper in the 


nation in each of the past three years— 


Largest volume of R.O.P. color advertising 
every year since Media Records, Inc., has 


measured newsprint color advertising— 


THE MILWAUKEE JOURNAL 


NOW the largest volume of CLASSIFIED 
advertising in any newspaper — first 10 
months of 1952. 


The newspaper which readers choose for 
their own advertising must offer powerful 
advantages to ALL advertisers for ALL 
advertising. 
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